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“The most-talked-about creation of the year 
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New Satin-Finish means 


PLUS SALES! 


“Plus sales” and extra profits this season will depend 
more than ever before on the “appeal” of the goods you 
sell. That’s why many keen buyers have expressed, in 
words and in orders, their enthusiasm for the new Indiana 
SATIN FINISH created by BALL-BAND for rubbers and 
galoshes. . . . Never before could you offer such beauty, 
such smartness in protective footwear. 
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If you are interested in “plus sale” profits, and have 
no Indiana in stock, we suggest an early order. Catalog 
on request. 


INDIANA 
ARIEL CROQUET 
CARMA LAST 
See catalog page 44 
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INDIANA 
MONOPUL SAVOY 
OPAL LAST 
See catalog page 37 
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Mishawaka Rubber & Woolen Mfg. 
. 280 Water Street, Mishawaka, Indiana 


New England and Greater ‘New York dealers may address 
Dunham Bros. Co., Dept. A, Brattleboro, Vt. 
















Much 


LOWER 
PRICES 


on the 
Rysonele Line 


NQ 
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‘om reduction in both the wholesale and retail prices of Rysonele Shoes takes 
e 


ffect on the new Spring line, shortly to be announced. 


It involves no reduction whatever in the finest quality standards of materials and shoe-making 


long established by the Rice-O’Neill Shoe Company. 


The best evidence of all this is the new Spring line “Styled by Rysonele”’ soon to be shown by 
our salesmen. 


Made to order only—5 week delivery. 


See our exhibit during At New York City, Nov. 16 to 20 
National Seasonal Openings NF Hotel Commodore, 
and Shoe Display Week uv Rooms 709-11-15 


Styled by 





RICE-O'NEILL 


St Louis 
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ssewith new ENERGY 


Here is the BEST popularly priced 





line in the world— increased in qual- 







ity, increased in Value and “‘Stepped 





Beacon Four Up’’ in Style to compete with any 


Style 8059 
shoe at any price. 






IN STOCK service on most styles. 









BEACON Four ............. Retail $4.00 


Styled for young men in attractive patterns 
and varied lasts. 











BEACON Five ............. Retail $5.00 


Smart pattern designs which will attract the 
man who wants distinctive footwear. 





Beacon Five 
Style 423 


















BEACON Kling Arch........ Retail $5.00 


The popular price grade of the famous 
Kling-Arch Imperial Shoes. 









Kling Arch Imperial ........ Retail $6.00 
Featuring the narrow “close clinging” arch 
made with full combination measurements 
assuring close fitting heel and instep. 






Beacon Kling Arch 


Style 145 





F.M.HOYT SHOE corporation 
MANCHESTER NEW HAMPSHIRE 
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WHAT THE SHOE TRADE 


eg needs 














is more concentration of enthusiastic effort in selling 
the safe, profitable lines . . . . . whether they be 
shoes, leathers or colors. 


Manufacturers and merchants alike too often mistake 
the approach of a new season as a prod to revolution- 
ize the time-tested ideas of seasonal merchandising. 
































LEVOR GRAIN GOAT 
[Genuine White Kid} 
WASHABLE 


LEVOR GRAIN KID LEVOR WHITE SUEDE 


[Genuine Cabretta] [Cenuine Kid] 



















































































WHAT THE SHOE TRADE 











has 7 





is the experience of many years in making a full profit and satis- 
fied customers through the selling of white kid shoes. The adven- 
tures into novelties—supposed to serve the place of white kid— 
have been far from profitable . . . as plainly evidenced by news- 
paper clearance sale announcements each Spring. 


Experience proves that white kid shoes offer security of full 
profits throughout the lengthening season . . . and that women 
regard them as absolutely indispensable. 

















G. LEVOR & Co. je 


Tanners over 50 years 








GLOVERSVILLE N€W YORK = 




















Tips may be either fab- 
ric, metal or celluloid. 
We recommend the re- 
cently perfected. 


JOSCO FABRIC TIP 


—a small, neat tip that 
will enter any eyelet with 
ease. It has no shoulder 
to catch, scratch or tear 
and is absolutely water- 
proof. 




















@ You can have confidence in shoe laces 
backed by 66 years of lace making experi- 


ence—because of the reputation behind them. 


HM Experience plus modern manufacturing 
equipment and methods mean uniform, 


high quality laces at the lowest prices possible. 


M@ We can supply you with a quality of 


lace suitable for every grade of shoe. 


SHOE LACE COMPANY, LTD. 


(Successor to Joslin Mfg. Co., Established 1865) 


PROVIDENCE, R. I. 
SELLING AGENT 


UNITED SHOE MACHINERY CORP., BOSTON, MASS. 


Boot AND SHOE RECORDER 


4 combining THE SHOE RETAILER, Oct. 31, 1931 








ee 

















CONFIDENCE 


Is Restored When You Sell Quality 


Your 


Attitude Toward Quality 
Determines Your Profit 


6555 Black Kid, Corded Kangaroo Tip.......... $4.50 


BANKER 
AA to EEE 


COMBINATION 


AA to EB 


60 Black Kid, Kang. Tips..............000.0+- $4.50 

960 As above with Areh Support Insole.......... 4.85 
00 Black IE Ndccetuscndeedsaqeecalegadedess 4.50 
ORTHOPEDIC 


AA to E 


eeeeeeeseeee 


arch eee 4.85 


4 as above. 
Bole........++ 4.50 


870 
K74 Heavy Black Kangaroo Viscol 


POLICE SHOE 
No. 11... $4.00 


to EB 
il Biack ‘alt, Jans 
Counter, scol- 
ised. a 
double sole, Bar- 
bour Stormwelt 
Police 
Shoe.. $4.00 


Boot AND SHOE RECORDER 


é 





? 


combining THE SHOE RETAILER, Oct. 31, 1931 





OUR success as a buyer for 

shoe wearers is determined 
by the knowledge you have of 
shoe construction and material 
that give the shoe wearer COM- 
FORT, FIT and SERVICE. 


If you have not had an opportu- 
nity to learn the detail of con- 
struction and the kind of mate- 
rial that gives the best results, 
you can then place your confi- 
dence in Musebeck Double-Arch 
Wear-Straight Shoes. 


The cut shoe demonstrators that 
we supply you will help you 
pass on to the shoe wearer the 
proof that is necessary to obtain 
and hold his business at a profit 
to your store. It will pay you 
to investigate without delay. 





This comfortable leather Arch Sup- 
port Insole gives real relief to broken 


arches. It is built right in the shoe. 
Stock numbers prefixed with letter 
“S”’ have this insole. 





Terms 2% 20 Days, 30 Days Net 


MUSEBECK 
SHOE COMPANY 


DANVILLE, ILLINOIS 
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CUSTOM 


AAA to E 











018 ty" on PPITITITITITITT IIIT T TT $4.50 
WIZ Tam Calf ....cccccccccccccccccccccccesecees 4.60 


WALL STREET 


AAAA to E 


$014 Black Calf Arch Support Insole........... $4.86 

O04 Black Calf .....ccccccccccccccccccccccceccs 4.50 

errr reer rrr ree 4.60 
BLU-OXFORDS 

$04 Black Calf Arch Support Insole............-- $4.85 

rf. DS rrr 4.85 

06 Black ME dv iseccnsecdenendsarsvegesecves 4.50 


COMBINATION 
Ato E 


060 Black Kid, Kang. Tips 
8060 Same as above, Kren "Support Insole. . 





O56 Black Kid ....ccccccsccccccssccccccccscees $4.50 
$056 } of Arch Support Insole............ 4.85 
046 WUE dec dcateceneocenecucesecouacens 4.85 
BROUWER 
RESEARCH 
No. 100 


AA tw E 





0170 Black Kid, Long Inside Orthopedic Heel. ..$4.85 
0175 Brown Kid, Long Inside Orthopedic Heel... 5.20 
$0170 Black Kid, Arch Support Innersole......... 5.20 











HUTH & JAMES SHOE MFG. CO. 


OF MILWAUKEE, WISCONSIN 


FIND 


6B Sy Hae 


A STEADY SALES DEVELOPER 
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R 145—‘‘Mildred’”—Made of Ruby 
Kid with Snake Vamp and Quarter 
Bands—18/8 Louis Heel 


R 169 — “Bobby” — Made of Ruby Z 20— “Felicia” — Made of Ruby 
Kid with Silver Vamp Quarter Un- Kid with Small Black Suede Quarter 
derlays—18/8 oe Covered Heel Underlays—18/8 Louis Heel. .$2.65 

















Standardize on 


LEATHER Gice trea 
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FEEL THIS SOFT 
COMFORTABLE TOE 


SEE HOW IT 
COMES BACK TO 
STYLISH SHAPE 


ae gpiesors OR HARD TOE? You really can’t tell which it is till 

Pt you push it in with your thumb. Then if it comes back to shape 
without a sign of a wrinkle or crease, you’ll know it’s an Armstrong’s 
Cork Box Toe. That’s the beauty of these semi-soft toes. They make 
any shoe more comfortable—no breaking in, no pinching, no chafing. 


As b fo a Yet they never sag out of shape nor lose their style. Why? Because the 


« tip Jine—where toe meets vamp—is flexible, 

AR M S TRON G S while the forepart and sidewalls stay firm. These 
toes hold their shape. Next time you buy specify 

C O RK B OX TO E Me Armstrong’s Cork Box Toes. They can be used in 


any shoe—sport or dress, broad toe or narrow. 


ATLANTA . Boston . CuicaGo . CINCINNATI 
Derrorir + New York PuitapetpH1a = -_—s St. Lous Armstrong Cork Co., 933 Arch St., Lancaster, Pa. 
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Next Week 
You Will Find 


in “The Recorder” 


National Shoe Display Week 


[NDUSTRY is holding its first Na- 

tional Seasonal Opening and Shoe 
Display Week Nov. 16 to 20. Ordinar- 
ily at that time of the year Spring lines 
would be only in their skeleton stage; 
but because the manufacturers as a 
group desire to put their best foot fore- 
most in mid-November, they are round- 
ing out thorough lines of samples for 
early Spring selection. 

A Herculean effort is to be made to 
gather orders to fill the deep valley of 
December. Something must be done to 
pour into that production hole a vol- 
ume of shoes if Santa Claus is to be 
kind to shoemakers’ children. 

Dr. Ernest S. Bradford, director of 
Bureau of Business Research of the 
College of the City of New York, has 
been working for months on our story 
to appear in the Nov. 7 issue. 

It is a story that gives four different 
methods of filling the December decliv- 
ity. His charts will show the produc- 
tion humps and slumps over a period of 
years, and specifically indicate the pol- 
icy that should be pursued by manufac- 
turers. 

Makers alert!—this is no time for 
passive participation in any collective 
presentation to the merchant field, for 
be it known from Maine to Mexico that 
in mid-November the National Boot 
and Shoe Manufacturers Association 
convention assembled at the Hotel 
Commodore, New York City, expects to 
promote vigorously a new and better 
Springtime. 





BOOT AND SHOE 


RECORDER 


with which is combined The Shoe Retailer 


Division of United Business Publishers, Inc. 


Copyright 1931 by the Boot and Shoe Recorder Publishing Co. 








VOL. 100 No. 8 
NEW YORK—OCTOBER 31, 1931 

Voice of the Trade.................... Observations and Comment.......... 11 

Job Assurance for Jones?........ ...... By Charles K. McDermut, Jr......... 14 

Closing the Shoe Sale.................. By Hugh Thompsetts.... 00. cece eses 16 

What Is a Best Seller?................. By: Murray (C. Freneliv.. ccc. eceoses 18 


Day by Day Store Plans................ 


From the Editor’s Angle................ 


To Sell Shoes to the Nurse............. 


Feature Fall Overshoes........ 


How’s Business? ............... 


Trends on Fifth Avenue................ 


Southwest Is Style Minded............. 


Shoe Store Service Section.............. 


Push Extra Profit Items. . . 


Shoe News... 


Business Barometer................... 


Merchandising Calendar for November 20 


By Arthur D. Anderson.............. 22 
Sell: the Hospital. First... .. 2.26. 06 24 
And Fit Then Right! ......6. 25 ccasces 26 
Forecast for November.............. 28 
Shoe Styles of the Week............ 30 
And Shoe Sales Increase............ 32 
A Monthly Recorder Feature......... 35 
One Way to Lower Overhead........ 36 
About People and the Trade......... 39 


Changes, Embarrassments, New Stores. 61 








Published by BOOT anp SHOE RECORDER PUBLISHING CO. 
239 West 39TH STREET, NEw YorK CITY 


EVERIT B. TERHUNBE, President 


WILLIAM M. LEBRECHT, Vice-President and Treasurer 


Vice-Presidents 


H. WALTER SCOTT, BERNARD C. BOWEN, CHARLES H. FURBER 
ARTHUR D. ANDERSON, Secretary 


Directora 


In addition to the above-named officers: 


A. C. PEARSON, HUGH M. BOWEN, L. F. DUTTON, R. L. SEWARD 


CHICAGO 
Republic Bldg., State and Adams St. 
ROCHESTER 


Editorial Staff 


ARTHUR D. ANDERSON, Editor 


RAYMOND L. 


FITZGERALD, Managing Editor 


MME. HAMILTON JEFFRIES, Fashion Editor 
HARRY R. TERHUNE, Field Editor 


OWEN A. THOMAS 
FRED A. GANNON 


Branch Offices: 


St. Louis 
1627 Locust St. 


115 Ellwanger and Barry Bldg. 


BosToN 
140 Federal St. 


Associate Editors 
HARRY F. BAKER 
GEORGE E. GAYOU 


PHILADELPHIA 
1201 Chestnut St. 


CINCINNATI 
501 First Nat. Bank Bldg. 


SUBSCRIPTION RATES : 
The subscription price of the Boor AND SHow RECORDER is $3.00 for one year, which includes postage in the United States and its possessions. 
Tax in Canada $2.60 extra. 
FOREIGN SUBSCRIPTION—The price to all foreign countries except the above is $10,00 per year including postage. 

All subscriptions are payable in advance. Single copies 25 cents. 





Entered as second class matter Sept. 19, 1925, at the Post Office at New York, N. Y., 
Member, Audit Bureau of Circulations: Member, Associated Business Papers, Inc. 


under the act of March 3, 1879 














THE COMPLETE 
ASSEMBLY 


g < J 


THE DESTINATION 
(HILLS OF HUDSON) 
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THE RESULT 
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THE SPIRIT OF THE TIMES 
* 


Says the unsuccessful salesman— 
“THESE TIMES TRY MEN’S SOLES.” 
Not ours! 








Says the economist— 


“MORE BUSINESS OVER THE 
COUNTERS IS NEEDED.” 


And better shoes under them! 





Says the banker— 


“THAW OUR FROZEN ASSETS.” 
And your feet! 





Says the shoe merchant— 


“GIVE US MORE HILL SHOES 
AND WE’LL MAKE OUT.” 


O. K. customer! 





NUMBER 536 
BLACK CALF 
IN-STOCK 


$3.35 





HILL BROS. CO. 


MAIN OFFICE AT HUDSON, MASS. FACTORY AT HUDSON, MASS. 
IN-STOCK DEPARTMENT AT HUDSON, MASS. 
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The VOICE of the TRADE 


J ohn T. Flynn’s 


articles in Collier’s—“Business is 
what you make it’’—have stirred 
up national interest. When asked 
what makes a store a success, he 
writes: “I used to think it was 
what the merchant knew—his ex- 
perience and knowledge. Recent- 
ly, a speaker at a conference of 
shoe men advanced the theory that 
personal success consisted of 15 
per cent in what you know and 85 
per cent in what you are. Your 
experience amounts to 15 per cent 
—YOU account for the other 85 
per cent.” 





You should read the article by 
Flynn in Collier’s, if for no other 
reason than that you are well ac- 
quainted with him through his ar- 
ticle which appeared in the Boor 
AND SHOE REcorDER in the March 
28th issue—“Good Business is on 
the Way Back.” He had his office 
in the Recorder building, in mid- 
town New York and we know him 
for a sound and sensible writer on 
business topic. 

In the next decade, you will see 
more business articles appear in 
general magazines than ever be- 
fore because business is beginning 
to have a more absorbing interest 
than sex, society and crime. 

* *K * 


WV hat a man among 


men was John C. McKeon. From 
Fred Page in London to Harry A. 


Boor AND SHOB RECORDER 


Gibson in San Francisco—from 
Maine to Mexico—everywhere, his 
loss was a personal one to men of 
the industry. Harry A. Gibson, in 
tribute, says: 

“Those of us who knew him 
well can appreciate those qualities 
of mind and heart which made him 
so outstanding a leader. His clar- 
ity of mind, his steadfast purpose, 
his kindly tolerance, his mellowed 
humor, his downright kindness— 
these are the qualities which made 
him truly great. In these days of 
economic stress and turmoil, we 
realize as never before that there 
is no substitute for character. We 
realize that men like John C. Mc- 
Keon are rare indeed. 

“The industry is proud of the 
man and of his record. We re- 
joice in the heritage which he 
leaves us. We feel a deep and 
abiding responsibility in carrying 
on the traditions which he so 
firmly established. 

* * Ok 





THEY DON'T 

MAKE SHOES fo 

LIKE THEY 
USETA 


7 






“| could walk pretty 
well,” said Perseus, glancing sly- 
ly at his companion’s feet, “if I 
had only a pair of winged shoes.” 

“We must see about getting 
you a pair,” answered Quick- 
silver. —Hawthorne. 

* * * 


When an order for 
$100,000 worth of shoes is stopped 
in the mails between Capetown, 
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United 
States and is shunted to a factory 
in Leicester, England, it is well to 
look into the reasons for such 
transfer. 

Just a month ago, England went 
off the gold standard and the im- 


South Africa, and the 





mediate result has been increased 
activity in English shoe factories. 
The same holds true in woolen and 
cotton mills and all other manu- 
factured commodities. The aban- 
donment of the gold standard has 
been the equivalent in beneficial 
effect to their business of a 20 per 
cent bounty on exports. When the 
pound was $4.86, values were fixed 
but with the pound at $3.60—all 
business is on a clearance base. 

Trade improvement and the re- 
duction of unemployment are the 
first fruits of the gold tragedy of 
last month, but it is only a tem- 
porary spurt for when England 
has to buy her raw materials in . 
other countries that are on a gold 
standard, she will find it necessary 
to raise her price or to do as the 
Germans did in their great defla- 
tion—sell goods the world over for 
dollars. 


Dollars represent regular values. 
* * * 


A: the rate of two 


pairs a minute was the sale of a 
line of $3.73 novelty style shoes 
for women, at the store of R. H. 
White Co., Boston, conducting a 
73rd anniversary sale. 






Production of slippers 
in October, according to govern- 
ment figures, is ustially about three 
times what it is in January. These 
peaks and valleys are due to the 
buying of slippers for Christmas, 
and the satisfaction of the need of 
slippers so that a lesser number of 
pairs is required in the early 
months of the year. Some firms 
continue to make an effort to level 
out the peaks by urging retail mer- 
chants to carry slippers in stock, 
in all sizes, and feature them as all 
the year round merchandise. In 
this endeavor, some have made a 
little progress. 

To ME, YOUR ALL A BUNCH 0’ SLIPPERS 


E4262 





It appears from government fig- 
ures that makers of slippers of all 
kinds had a steadily increasing vol- 
ume of business from 1924 to 
1929, and that in 1930 their pro- 
duction eased off a bit. The fig- 
ures are not as clear in the matter 
as might be desired, for the gov- 
ernment finds it necessary to in- 
clude moccasins and some other 
forms of footwear with slippers, a 
circumstance not surprising since 
even manufacturers themselves are 
not agreed as to just what form of 
footwear may be classed as a slip-- 
per and what otherwise. For in- 
stance, there is a confusion over 
the exact definition of dancing slip- 
pers, bridge slippers, boudoir slip- 
pers and fireside slippers, but be it 
known nationally—all slippers look 
alike to the cash register. | 

“oe ae 


A. L. O'Shea 


opens this week the shoe buying 
office of the Associated Merchan- 
dising Corporation on the eighth 
floor of the Filene’s Hawley- 
Franklin Street Building in Bos- 
ton. He picks up his books and rec- 
ords from the New York office of 
the A. M. C., where he was in 
charge of the basement shoe divi- 
sion. His first day’s operation re- 
sulted in the combined purchase of 
$60,000 worth of shoes selected by 
five shoe buyers representing Stix, 
Baer & Fuller, Strawbridge & 








TEST YOUR SHOE 
KNOWLEDGE 


Questions Covering What You 
Should Know, by A. L. Evans 


1. How many lasts are made an- 

nually in the United States? 

2. What are “quick assets? 

3. What are “net quick assets? 

4. What is considered a sound ratio 
between “quick” assets and cur- 
rent obligations? 

. What are the fundamentals of 
successful retail shoe salesman- 
ship? 

Turn to page 44 for answers. 


vi 





Clothier, the Dayton Co., William 
Taylor Co. and Abraham & 
Straus. 

The new office will facilitate 
buying for twenty departments and 
specialty stores and anticipates a 
volume of about seven million dol- 
lars in women’s, men’s, children’s 
popular-priced shoes and rubber 
footwear. The idea is to buy close 
to the source of supply for rea- 
sons of price economy and deliv- 


ery efficiency. 
* %* * 





Weather and leather 


Do shoe merchants capitalize the 
weather sufficiently? Leather and 
weather rhyme. There may be a 
chance to make something of it, in 
current publicity. Cold weather 
and stormy weather call for heavier 
leather. Observe that folks are 
out of doors in all sorts of 
weather. Sportsmen defy the 
weather. Shoes have to be made 
of leather that will stand.the hot- 
test suns and the coldest blizzards. 
A multitude of workers, police- 
men, letter-carriers, construction 
workers and others are out of 
doors in all sorts of weather. It 
looks as if there’s a chance for 
shoe merchants to make more of 





the combination of weather and 


leather. 
* * * 


7. girls for 


four generations have walked into 
Moore’s Shoe Store in Poughkeep- 
sie and it is our pleasure to add 
another member to the Four-Gen- 
erations Club—which has members 
in Poughkeepsie, Nashville and 
dozens of cities the country over. 

The new member is S. A. 
Moore, son of S. J. Moore. The 
fitting stick of his father’s passes 
into his hands for everyone in the 
store is prepared to measure scien- 
tifically so as to assure the custom- 
er “fitman-ship.” 

a 


e Al Kup 
secs tE Gor 
DET ON SHOES 


Needing four new 
tires for a Ford, we learned with 
dismay that the old shoes were only 
worth a penny a piece so in a burst 
of generosity we told the garage 
man to use them for hoops and roll 
them to China. Back came the re- 
tort: “Well, that’s just where they 
go.” He went into his office and 
brought out an automotive trade 
paper showing a picture of a pile 
of old tires mountain high. The 
story told of ships being loaded 
in ballast with old tires for Chi- 
nese ports. 

The frugal Chinaman cuts four 
pairs of very passable coolie shoes 
out of each tire. Nothing is 
wasted. Treads go into soles, the 
side walls into uppers, and mil- 
lions of feet in China are shod for 
a few coppers a pair. Will won- 
ders never cease? There is no 
waste where there is need. 

Read for yourself that great 
book, “The Good Earth,” by Pearl 
S. Buck, and consider yourself 
lucky for living in a land of 
abundance. Read the chapters 
where famine hits the farmer and 
note the consequences to rich and 
poor in that multitudinous land. 
If those two chapters were read by 
every man, woman and child in 
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America, there would be a re- 
sponse to the national appeal for 
unemployment relief that would 
overwhelm the Gifford Committee. 

So we contributed the four 
tires in the hopes that they would 
make American foot friends on 
the highways of old Cathay. 

* * * 


The bottle tannage 


One of the strangest ways of 


making leather is to sew the skins 


up in the form of a bottle (water 
bottles of skins are familiar in far 
lands) and then fill them up with 
sumac tanning liquors and hang 
them up until the tannins penetrate 
the skins and transform them into 
leather. 





Endicott Johnson Corp. 
plans to construct fifty new homes 
for employees, to be sold to work- 
ers under contract plan, on which 
the company charges only 3 per 
cent interest on monthly balances: 
The step was taken, Chairman 
Johnson said, to provide needed 
needed employment for carpenters 
and other artisans during fall and 
winter, as well as to meet demand 
for dwellings. An equal number 
of homes was built by the com- 
pany last fall and winter. 

es 


Gathering rubber 


from goldenrod led Thomas A. 
Edison into his last great experi- 
ment. Just before he died, a piece 
of vulcanized rubber, obtained 
from goldenrod, was brought to 
him. Now it is to be determined 
by a committee of Charles Edison, 
Henry Ford and Harvey Firestone, 
as to the continuance of rubber ex- 
periments on a commercial basis. 
Though a comparatively small 
amount of rubber is used for foot- 
wear in comparison with tires and 
tubes, there is a trade interest in 
the possibility of localizing rubber 
in the United States. It is one of 
the great commodities which in 
time of war would be subject to 


Boot AND SHOP RECORDER 








’ Ask Me Another 


—Do you believe that the skeleton stocks 
that merchants are carrying at present 
indicate a tendency to continue this 
practice? 

—No, | do not. 

—But, just as Hand-to-Mouth Buying fol- 
lowed the depression of 1921, might it 
be possible that merchants are entering 
a new era of Chin-to-Lip Buying? 

—I very much doubt it. The customer will 
hardly relinquish his prerogative of full 
selection. And, on the other hand, there 
is a maneuver in selling called “getting 
the main decision on a minor point.” 
When a customer is very nearly sold, the 
final decision that closes the sale can 
very often be gotten by having him de- 
cide upon an acceptable finish, style, size 
or quality. A full assortment of items 
in stock is consequently of advantage to 
the merchant. 


Sct 6 TEE, 


President 





possible interruption on the high 
seas. But with goldenrod a weed 
in every field, we have a raw stock 
to convert into heels, galoshes and 
golf plugs. 


* * 


dd 

Salaried women are 
slower at paying their charge ac- 
counts than either wives with al- 
lowances or women with inherited 
money,” says M. H. Henderson, 
assistant manager of the Credit 
Clearing House—who has made a 
recent study of women and money. 
“Salaried women as a class are un- 
methodical in budgeting money. 


The average salaried woman has 
her mind on making money—she 
doesn’t seem to care much how she 
spends it. Her credit is high, how- 
ever, although she gets into jams 
and is rarely systematic. For she 
is sure to pay although slow. Home 
women who budget their allow- 
ances, exercise more system than 
any other groups of women. They 
are more efficient in handling 
money and keeping their bills paid 
than either salary-earning women 
or those who are in business for 
themselves. Wives who budget 
the family money are systematic 
because they have to be. To keep 
the family credit, it is necessary 
for them to have a definite plan.’ 

By what Mr. Henderson says. 
the next drive of the shoe business 
should be directed at the homes, 
wives and housekeepers. 

ot 


M., Frame, 


of Milwaukee, Wis., says that 
what the shoe stores of this coun- 
try need more than anything else 
is a “sugar baby” style in the mid- 
dle of the window to catch the eye 
of the smart girls that pass by. 
He believes in best bets dominat- 
ing the window and has increased 
his $5.50 and $6.50 sales thereby. 
He says: “We leave the other fel- 
low to carry the extreme sizes and 
are concentrating on ‘heart sizes’ 
of all style shoes. 
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“Haven’t you something a trifle darker? 


| want it to match ‘Tootsie’.” 







































Job Assurance for Jones? 


Would the Promise of a Pay Envelope to Essential 
Workers Provide the Push to Give Business a Start? 


By CHARLES K. McDERMUT, Jr. 


A billion in currency 
is hoarded away in mattresses, chim- 
ney bricks, vaults. The national cred- 
it supply is depleted by ten times that 
sum. Those who have hidden it away 
are called “hoarders.” Why? Be- 
cause they seek to protect savings of 
years. What else shall they do with 
their money? Walter Gifford says, 
‘Buy now.” He is thinking of mer- 
chandise. Ex-Ambassador Gerard 
says, “Buy now.” He specifies stocks 
and real estate. Mark Sullivan, 
writing from Washington, says, “Buy 
Government bonds.” Other men say, 
“Whatever you do with it, get it into 
circulation.” 

And then what? 

Money is being hoarded for two 
principal reasons. First, because its 
owners have no security in their jobs. 
They may need their savings badly, 
at any moment. They cannot afford 
to spend it unless future income is 
assured. They must keep it available. 


a Se 


And so John Jones goes back to 
first principles and looks out for him- 
self. He is very sorry, too, if the way 
he goes about it is likely to cause any 
inconvenience to other little units of 
population like himself. But he just 
doesn’t see what he can do to help 
them. He is not, you see, what is 
called a clear thinker. He lacks the 
logic to see that his attitude is rep- 
rehensible because there are millions 
of other little units of popufation do- 
ing the same things he is, and when 
all of them are doing it to the best 
of their individual abilities, they are 
hurting themselves collectively and as 
individuals. 

“Maybe so,” says the unit of pop- 
ulation. “In the meantime, I eat.” 

No, you won’t get very far with 
John Jones as an individual. Not by 
telling him that something horrible is 
going to happen to him unless he 
mends his ways. 

There is a fair chance of getting 
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something into his muddled head, 
though, by telling him that some- 
thing nice is going to happen to him 
if he isn’t quite so tight with his 
liquid possessions. 

And there is a really good chance 
of getting him to do something about 
helping the rest of the hundred and 
thirty million if you actually do some- 
thing nice for him before you start 
talking nation-wide benefits and the 
solemn duty involved in keeping the 
mills running. He is much stronger 
for more sugar in his coffee than he 
is for nation-wide benefits. This is 
narrow-minded of him, of course. 

Something nice, something he 
would appreciate heartily, is a guar- 
anteed job. Not in the future, as the 
fruits of industrial or political move- 
ments ; but right now, as the result of 
a definite, man-to-man promise from 
his own boss. A promise that he, as 
an individual, is secure in his job, at 
present wages, for at least one year. 
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Here is nothing promised to the 
hundred and thirty million; nothing 
promised even to every man in the 
plant in which John Jones works. It 
is something promised only to those 
men and women in the plant who 
form the nucleus which it must have 
to operate at all. Perhaps twenty per 
cent of the force now employed ; per- 
haps forty per cent; perhaps sixty 
per cent. Whatever the proportion, 
here is a body of labor, dirty handed 
and white collared, that will be able 
to plan spending because it will know 
that money spent can be replaced. 
There will be more where that came 
from. 

There is, probably, no business of 
any sort which, after two years of 
hardening under constantly more 
grueling conditions, does not know 
whether or not it is going to be 
among those present on Jan. 1, 1933. 
There is not one of these businesses 
~ which cannot very definitely calculate 
what force it is certain to employ 
fully until that day. 

The aggregate of those certainly- 
employed workers, free from worry, 
sure of next week’s pay day, having 
the power to spend and the assurance 
of replacing expenditures, is poten- 
tially an enormous reservoir of buy- 


ing power. It will be able to “buy 
now.” It will be willing to “buy 
now.” 

The others? Those now em- 


ployed, but not guaranteed their jobs 


Contented workers contribute the extra qual- 
ity that enables products to excel competition, 
plus the efficiency that makes for a frictionless, 
smooth running organization. 
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—what about them? Nothing at all 
about them. They will continue to 
be employed if business makes it pos- 
sible to keep them working. If not, 
they will be laid off. They will. be 
in exactly the same situation as to- 
day. No better; no worse. No more 
fearful of their jobs, no more cau- 
tious of their spending, than they are 
now. , 
What is gained by this separation 
of sheep from goats? This—that 


whereas we now have practically one 
hundred per cent of our working 
force in doubt about its job and hesi- 
tant to buy even necessities, under 
the plan so briefly suggested the num- 
ber of the doubtful would be de- 
creased, and we would have at once 
a very considerable section of buying 
willingness revived. 

We will have it, that is, if the job 
guarantee is given by name to the 
workers. Not, “Forty per cent of 
our employees will be kept working 
until Jan. 1, 1933,” because no worker 
could be sure he is one of the forty 
per cent; but, “The following em- 
ployees will be kept on current pay, 
full time, until Jan. 1, 1933:—John 
Jones, James Smith, Henry Brown, 
etc.” The personal guarantee is es- 
sential. 

This suggested segregation of a 
favored section of employees is not, 
of course, in conformity with the 
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Worried workers hamper production and turn 
out inferior products. They are likely to be 
wasteful, expensive and inefficient. 


stress which has been and is being 
laid on wider distribution of employ- 
ment—part time work for more peo- 
ple, rather than full time work for a 
smaller number. 

That plan for wider distribution 
of employment has ,defects which 
may be of greater import than its 
advantages. First, present forces 
are, it may be assumed, the pick of the 
working organizations, since less effi- 
cient help usually is dropped first 
when a cut in force is made. Part- 
time work as suggested, therefore, 
involves some decline in operating effi- 
ciency, not measurable with exact- 
ness, but perhaps of considerable pro- 
portions. Also, except where work 
is largely mechanical and automatic, 
on-and-off employment produces 
waste motion and lowers production. 

Second, a widespread acceptance 
of the work distribution plan would 
mean very serious curtailment of buy- 
ing in certain classifications of goods. 
It would bring the pay envelope’s 
content down to a point where it 
would, thriftly handled, perhaps suf- 
fice to buy the actual necessities of 
life. It would not allow of anything 
much more than that. Great quanti- 
ties of goods now awaiting sale, and 
other quantities still to be produced, 
in the semi-luxury (meaning any- 
thing not essential to maintenance of 
life and health) would become un- 
salable; employment in these lines 
would decline; mechants would take 

[TURN TO PAGE 62, PLEASE] 











CLOSING THE SHOE SALE 


I's Always Easier If You START Right 
By HUGH THOMPSON 


Vv WT W 


Selling shoes is a fascinating 
business, but a hard one. A misfitted collar may be 
annoying but it does no serious harm. A suit of 
clothes or a dress may be a half inch out in several 
places but the discomfort that results is chiefly mental. 
A woman buys a hat because it is “becoming to her,” 
not for comfort or utility. 

If a man’s hat stops short of making him look an 
absolute freak he will probably wear it out and be 
fairly well satisfied, although it may have pads under 
the sweatband to keep it from com- 
ing down over his ears. 

But a shoe!!! To a woman, the 
shoe must appeal to the eye, it must 
be “becoming,” but it must also be 
comfortable and it must be service- 
able. Her attitude toward the shoes 
is entirely different from her feel- 
ing for the hat. And what a dif- 
ference a fraction of an inch can 
make, not only in the comfort but 
in the appearance of the shoe after 
a few wearings! Same thing with 
aman. He will swear at the shoe 
that is the least bit out in fitting. 
Shoes are the only articles of cloth- 
ing, aside from those designed for 
warmth, that have a vital bearing on 
the comfort and well-being of the 
wearer. 

No sale is properly closed, or in- 
deed should be closed at all, until 
the customer is given, not only a 
shoe that pleases as to style, but 
one that, as nearly as may be, fits 
the foot and fulfills the need of that 
particular customer. 

But I did not start out to write 
about fitting. I only say these 
things to bear out the statement that 
selling shoes is a hard business. 
But that is just what makes it so 
fascinating. Every customer pre- 
sents a new problem. 

What is said to the customer at 
the close of the sale transaction is, 





in my opinion, not nearly so important as what is 
said and done at the beginning. 

When I was a lad I spent part of every Summer 
with an uncle whose business was paper-hanging and 
decorating. I noticed that when he went with one 
of his men to start a job of paper-hanging he always 
looked the room over and then said, “Finish here.” 

I said to him one = day: “Uncle Ed, 
why do you always /q B\\ © say, ‘finish here?” 
Why don’t you say, a; ‘start here?” 
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“Well,” he said, “the important thing in papering a 
rvom is to pick the best place to finish, then the start 
will take care of itself.” 

It has been my observation that the people who 
start a sale right very rarely have any difficulty in 
closing it. The particular formula is not important. 
It is the whole transaction from start to finish that 
sends a customer away either wholly or half satisfied. 
It is quite possible to lose a sale in such a gracious 
manner that the store will be the ultimate gainer, 
although no immediate sale is made. 


I think I can best illustrate what I am driving at by © 


telling the story of two salesmen, or rather I should 
Say, one salesman and one saleswoman. The fact that 
in this story the saleswoman shows up pretty badly 
means nothing except that it happens that this woman 
illustrates the wrong kind of salesmanship. It has 
no bearing on the merits of saleswomen in general. 

When I began my first experience in a department 
store I was placed next to a salesman whom I will 
call Bill. Bill was the star salesman of the depart- 
ment. I was pretty young but I thought I was some 
pumpkins myself. Well, it didn’t take me long to find 
out that Bill could sell shoes all around me. Day 
after day he almost doubled me in sales. 

I began to get uneasy. It wasn’t long before I dis- 
covered that Bill fin- 
ished a customer and 
was ready for another 
in much less time than 
I. So he could wait on 
more customers in the 
same time. 





































L 
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SHOE SELLING POINTERS 


HERE are the things that Mr. Thompson thinks are 
essential in starting and handling the shoe sale so 
as to make the closing a natural and easy matter: 


Attractive, neat appearance, both of the store and 
of the salesman. A pleasing first impression is most 
necessary. 


A greeting of the customer that will make her feel 
that she is a welcome guest. 


Seating of the customer just as you would a guest 
in your own home. 


Show shoes on the feet, not in the hand, and if 
possible get both shoes on the customer before she 
stands up to get the effect. A pair of new shoes are 
much more attractive than one old and one new. 


Know your stock thoroughly and find out what is 
in your customer’s mind, if possible, without cross 
examining. Bill’s method is a good one to follow. 


Try to have something of interest to say about the 
particular shoe before or while putting it on the foot. 


Know all you can about shoes, lasts, fitting and style. 
This will give you confidence in yourself so that you 
will inspire confidence in your customer. Lead your 
customers. Don’t let them lead you. 


If you have to miss a sale for any reason, miss it 
gracefully. Make your customer go away feeling that 
you are genuinely sorry you could not please her. She'll 
want shoes again some day. 


Once your customer is pleased, stop talking. Don’t 
bring confusion into her mind by unnecessary conversa- 
tion. Get the money or charge address and close the 
transaction at once by some such remark as | quoted 
from Bill: “Il hope you will enjoy wearing your shoes 
and will come back to us when you are in need again. 
We are always getting in new things. Thank you.” 








study Bill. 
These are some of the things 
I noticed about him. First, 
he knew that shoe stock for- 
ward and backward. He not 
only knew the stock numbers, 
but he knew the selling 
points of every shoe. Sec- 
ond, he met every customer 
as if that customer was the 
most important person in his 
line. His ready smile and 
[TURN TO PAGE 54, PLEASE] 


I began to 

















What ls a Best Seller?” 


Is It Determined by Most Pairs, Greatest 
Volume or Largest Margin? 


By MURRAY C. FRENCH 


v 


om upon a time a certain shoe 
man sank his weary bones into his easy chair at the 
close of a turbulent day. 

“T’m all wrong,” he muttered to himself. “I seem 
to spend my whole day, every day, doing things just 
as they happen to come up. No plan. Too much time 
on unimportant things. Too much time on. 

Too much. 

And as he dozed off there appeared before him three 
men, traveling men. Mr. Six, from whom he bought 
his $6.00 shoes, Mr. Eight, who sold him $8.00 shoes, 
and Mr. Ten, who made his $10.00 line. 

Mr. Eight was speaking. “It’s about your future, 
Mr. Shoeman. We're worried. You work hard. 
You give all your time, efforts and energy to your 


business. Yet your profits, alas, are too small, far 
too small. 
“Why? Listen and you shall hear. Every shoe 


store has its Best Sellers. These best selling prices, 
best selling styles, best selling patterns are highly 
profitable. 

“Unfortunately, however, every shoe store has also 
its Slow Sellers. They continually eat into the earn- 
ings of the Best Sellers, too often, sad to say, consum- 
ing them entirely. A few years ago great stress was 
laid upon the necessity of building up the weak de- 
partments, the Slow Sellers. 

“Which was all very well then. 
importance now.” 


But is of secondary 


wy 


v 


Mr. Six could hold in no longer. “Mr. Eight is 
eminently correct. The secret of profit lies in putting 
the greatest effort behind the Best Sellers. They 
should have the bulk of the advertising, the most 
prominent displays, the most complete stock, the most 
enthusiastic attention. They can and do earn a good 
profit. They deserve the best that’s in you.” 

“Yet we notice,” nodded Mr. Ten, “that you seem 
to push your $6.00 shoes, your $8.00 shoes and your 
$10.00 grades all about alike. It cannot be denied 
that in so doing you are robbing your Best Selling 
Price of its proper attention, while giving your Poorer - 
Selling Prices time, energy and money out of all pro- 
portion to their earning powers. Folly, folly, the 
height of folly!” 

To which the wise Mr. Six, the learned Mr. Eight 
and the keen-minded Mr. Ten all agreed as one. 

“By the way, what is your Best Selling Price?” 
they asked. 

In answer Mr. Shoeman unfolded his sales for the 
previous month (see chart). Whereupon each one of 
the three salesmen fell to arguing that his line was the 
Best Seller, as shown by this same chart. 

“’Tis plain to see,” boasted Mr. Six, “that $6.00 
shoes are your Best Sellers, for you sold 500 pairs at 
that price, many more than at any other price.” 

“Only a thoughtless person would say that!” Mr. 
Eight objected. “Volume is what counts. Money in 
the till! Cash in the bank! While you sold fewer 








Suppose a merchant sells 500 pairs of $6.00 shoes, 450 pairs of $8.00 shoes and 350 pairs of 
$10.00 shoes. What is his Best Seller? 












































Cost Selling Pair Total Margin Total Mark Many Other 
Price Price Sales Sales per Pair Margin Up % Vital Factors 
$3.80 $6.00 500* $3,000 $2.20 $1,100 36.7% e Pf 
4.80 8.00 450 3,600* 3.20 1,440 40.0% Pi 
5.80 10.00 350 3,500 4.20 1,470* 42.0% de ae 
(*) Best Seller. 


(?) Ah ha, you will have to read the story! 







Boor AND SHOE RECORDER . 
combining THE SHOE RETAILER, Oct. 31, 1931 























$8.00 shoes, Mr. Shoeman, still they produced the 
greatest volume for you, $3,600. Therefore, your 
$8.00 shoes are your Best Sellers!” 

“You gentlemen are indeed weak in arithmetic,” 
taunted Mr. Ten. “Expenses are paid and profits 
are taken, not from pairs nor from volume, but from 
gross margin—what remains after the shoes are paid 
for. Don’t be misled, Mr. Shoeman, by the unsound 
arguments of these evidently prejudiced gentlemen. 
Your $10.00 shoes are your best sellers. They pro- 
duced the greatest amount of usable cash, $1,470, and 
that, my friend, is what counts.” 

But Mr. Six was not so easily downed. “Mr. Ten is 
evading many vital facts,” he flared. “The enormous 
expense of selling $10.00 shoes wrecks all their so- 
called profit. It takes longer 
to sell each pair, and there 


are more deliveries, ex- 
changes and refunds. 
“Those customers are 


more fussy. They require 
a larger stock from which 
to choose, yet buy fewer 
pairs. That slows up your 
turnover. Consequently 
your mark-downs on $10.00 
shoes are terrific. That 
class of trade does more 


complaining, too. 
But $6.00 pa- 
trons buy more 
quickly, pay full price, 
carry their shoes home 
and keep them. 

“Since you sell more pairs 
of $6.00 shoes, therefore more people come into your 
store, creating a valuable store traffic to which you 
sell more hose, findings and repairing. 

“Mr. Shoeman, a business consists not of a build- 
ing with a stock of merchandise, but of the good will 
generated by a large number of actual purchasers. 
Consequently the line that brings in the most cus- 
tomers is your Best Seller, your $6.00 line. There’s 
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nothing more to be said.” 
Mr. Eight smiled sarcastically at Mr. Six, then 


turned again to Mr. Shoeman. “My eloquent friend 
is partially right. A business flourishes only if it has 
a constant flow of what is known as ‘store traffic.’ 

“But how, Mr. Shoeman, shall we measure store 
traffic? I'll tell you how—in cold dollars! There’s 
no other way. What matters it how many people 
come in to absorb your rent, heat and light if they 
leave nothing behind when they go? 

“Last month, according to your own figures, people 
left with you $3,600 in cold cash for $8.00 shoes, 





























which exceeded the sales of any other price line. 
It is therefore, plain you should stress $8.00 
shoes harder and waste less of your time on your 
$6.00 and $10.00 side-lines. 

“The middle price in any store is usually the back- 
bone of that store. And in addition it saves many a 
sale about to be missed from both the higher and the 
lower prices. You cannot save a $6.00 sale with a 
$10.00 shoe, nor a $10.00 sale from your $6.00 line. 
Oh, no! 

“But your middle priced line can and does save 
many sales from both. Thus your $8.00 line is your 
safest stock. It is your Best Seller, regardless of ora- 
tory or misleading figures to the contrary.” 

At that the ever dignified Mr. Ten rose, poised his 
pencil in mid-air and spoke. “I wish to ask you just 
[TURN TO PAGE 50, PLEASE] 


















new month. It can be 

a GOOD month, or a 
poor one. It depends on 
you. Are you starting the 
month with a_ definite, 
planned selling campaign? 
And have you the goods to 
meet November demands? 


2 A NEW week, and a 





YOU must advertise 
3 consistently this 
month. Plan your en- 


tire month’s’ advertising 
program now—and_ then 
STICK TO IT! A postal 


card mailing featuring 
galoshes_ will timely. 
And back it up with a win- 
dow! 


window of house slip- 


4 IT’S time for a good 
pers with a card sug- 


esting. | 4 Now_ For 
hristmas.” ere should 
be an inviting display of 


house slippers inside too, 
where every passing cus- 
tomer is sure to see it 





made for store and 

window decorations 
for the Holiday season? 
Have the necessary ma- 
terials been ordered? This 
is IMPORTANT! It’s the 
store with a holiday atmos- 
phere that gets the business! 


5 ARE yotr plans all 





tonight’s paper, for 

Saturday business, 
emphasizing “Advance Win- 
ter Styles.” Select one 
good Saturday leader—a 
hosiery item perhaps—and 
play it up prominently. 
Give this item good window 
display too. 


6 INSERT a big ad in 





DO you _ plan your 
7 work so that you can 

spend every minute of 
your Saturdays on the floor, 
selling and seeing that cus- 
tomers get service? Have 
all salesmen suggest house 
slippers to every customer 
they serve today. 

















ARE you changing 
9 your windows regu- 

larly every Monday, 
though you make 
minor changes on other 
days? The best way to 
keep your windows inter- 


even 


esting is to do this. Win- 
dow space is expensive. 
See that you get your 


money's worth! 





TOMORROW is 
10) Armistice Day. Pian 

a suitable window 
display. Why not offer the 
use of a window for the 
day to the local American 
Legion post, for a display 
of war trophies’ It will be 
a fine investment in good 
will for you. 





SEND out a_ post 
11 card mailing today, 

featuring Hosiery by 
the box at slight reductions. 
Emphasize that NOW is 
the time to buy for Christ- 
mas. Arrange a good 
window display and a table 
display to tie up with this 
special mailing. 








BE alert for special 
12 lines that will help 

your winter volume. 
For instance, shoe skates 
(if there is good skating 
in your vicinity). And are 
you planning to add spe- 
cial lines with gift possi- 
bilities for the holiday sea- 
son? 











WHY not a window 
13 of “13 Bargains for 

Friday the 13th’? 
This might be a way of 
seaning up some odd lots. 
Don’t forget to give high 
cut shoes a window soon. 
Run a big ad tonight for 
Saturday and feature an- 
other good “leader.”’ 





MAKE this a Hosiery 
1 day in the store. 

Have _ special table 
displays in addition to your 
table of Hosiery by the box. 
Have salesmen mention to 
every customer that “This 
is Hosiery Day and we have 
=e splendid values on 
sale.” 




















CHANGE ll_ win- 
1 dows again today. 

It’s time to be sug- 
gesting “Christmas” on 
every window card possi- 
ble. Is there a big football 
game in town this month? 
Then plan to put in a spe- 
cial “feature” window for 
the big day. 
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Plans to Increase November 





< < < 


Shoe Sales » >» » 
A Merchandising Calendar for Busy Shoe Men 








SEND out another 

17 » = card mailing to- 

Why not play 

up ar Vary best value in 

Children’s shoes? Be sure 

to emphasize the necessity 

for strong, serviceable shoes 

for bad winter weather. 

Put in a window to back up 
the mailing. 


ONE week until 
18 Thanksgiving. And 

that means the start 
of the party season. Have 
party slippers had a good 
window showing yet? It’s 
time to be ening together 
a good supply of cuts for 
holiday advertising. See 
your newspaper. 


A window of Men’s 
19 footwear with cards 

suggesting “Winter 
Weight Shoes . Made To 
Keep You Comfortable” 
will remind a lot of men 
that their present shoes 
won’t be comfortable when 
the first sloppy, stormy 
Winter days come. 





WHY not run a big 
20 ad tonight on Chil- 

dren’s footwear as a 
follow-up to your mailing 
earlier in the week. If you 
want to get action feature 
some gift FREE with every 
pair. A ”Yo-Yo” top per- 
haps, or an_ inexpensive 
flashlight. 





MAKE the children 
21 welcome today. The 

store that pays at- 
tention to children is the 
store that gets their par- 
ents’ trade! Have you an- 
other good “leader’’ for to- 
day? Then be sure every 
customer is told about it by 
your salesmen. 














business days in 

Novemberafter 
Thanksgiving. Why not 
plan to have a Month-End 
Sale, as a means of clean- 
ing up stocks. It’s better 
to sell “stickers” at slight 
reductions now tthan in 
January at cost or less! 


2 THERE are _ three 


PREPARE a smash- 
24 ing “Month-End Sale” 

ad today for Thurs- 
day’s paper. Then arrange 
to get a supply of reprints, 
and mail them out to your 
customer list with a letter 
calling attention to the 
unusual values you're offer- 
ing. 





PUT in Ke effective 
25 “Month-End Sale” 
window ek dla A 
make it LOOK like a sale 
window. Use some big dis- 
Play cards, and see that 
there is a price card on 
every pair of shoes in the 
window. Have cards read- 
ing “Sale Starts Friday.” 








WILL your sale 
27 make extra help nec- 

essary tomorrow? If 
you had any circulars left 
from your mailing have 
boys put them in parked 
cars today. And, of course, 
you'll have another sale ad 
in tonight’s paper for Sat- 
urday’s business. 





stocksagain and 
make sure you’ve re- 
priced all the odd lots and 
‘turn-killers” for the 
Month-End Sale. It might 
wise to have some of 
your sale items, particularly 
the small lots, displayed on 
tables for today. 


28 BETTER check over 




















IF holiday trims are 
30 not already in place 
do it today. Delay 
changing your windows till 
toni Then remove your 


sale” windows and put in 
trims with a Holiday flavor. 
Are your plans for Decem- 
ber selling all made and 
ready? 





Two months more in which to bring 1931 profits 
up to a figure that will compare favorably in dollars 


and pairs with last year. 


November will go a long 


way toward telling the story. Build now for a bulge 
in selling before the year ends. 
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What Price and Appeal—Shoes? 


LL prices look alike in the 
A advertising jumble at retail. 
There never was a time when 
so much skullduggery was used in 
pricing goods at retail. One of the 
great stores dedicated to odd prices 
found that a line of shoes moved 
freely at $3.94—where for a season 
they were standing still at $3.74. No 
one in the world can quite explain 
why $3.94 is a better price than $3.74. 
By the same token, $14.74 is a great 
selling price—unexplainable. 

A great shoe line now comes out 
$5.85, following years of $6.60. Time 
will tell whether the new price is psy- 
chologically correct. 

A Texas retailer put the $0.85 
brand on his clearance shoes, holding 
the regular department of the store to 
the even dollar and the half dollar 
prices. 

Jesse Adler of New York tried 
$4.44 and found it worthless as a 
price symbol. 

Thom McAn debated long in the 
reduction from $4.00 and hit upon 
$3.60. They considered $3.50 because 
of its great traditional background 
of being the “most for the money” 
twenty years ago, but the ten cent 
plus is so much in their favor that 
they ventured a new price and it has 
proven to be a “ten strike.” 

A chain of stores in the South at 
$2.95 is the envy of all stores adver- 
tising $3.00 values. 

Macy’s have an inevitable odd 
price while Bamberger’s of Newark, 
owned by the same people, stick to 
the even $3.50, $6.00, etc. 

One adroit merchant put a shoe in 
his window at $7.60 and would you 
believe it, his customers thought the 
shoe (which was formerly a $7.00 
value) was a bargain. 

When all prices are odd prices, 
who is to know the difference? As 
a result of this new price strategy, a 
new business is being developed. A 


combination psychologist and nume- 
rologist stands ready to furnish a 
price scale for any line of goods, 
with logical reasons back of the se- 
lection to prove their public appeal. 

Perhaps the whole matter of price 
will shake itself down to a new policy 
and practice of selling shoes at even 
dollar and half-dollar prices in the 
regular department in the regular 
season and using the odd price $3.94, 
or $3.95, or $7.64, etc., as a mark of 
clearance. But back of all the jug- 
gling of prices there is a need for 
common standards of honesty in ad- 
vertising. This week the majority of 
major stores in New York (conspic- 
uously absent is Macy’s) agreed to 
abide by the “fair play standards” as 
set up by the National Better Busi- 
ness Bureau. Here is the new code: 


October 19, 1931. 


We hold it to be self-evident that ad- 
vertising which is fair to the public, fair 
to the media which convey the advertis- 
ing message, and fair to the property 
interest which all business has in the 
good-will of the buying public, should 
be based on these fundamentals: 

That all statements, and accompany- 
ing illustrations, be accurate and truth- 
ful in fact and in the impression they 
create. 

That all statements, in fact and in 
effect, be fair to all competitors. 

That all statements be designed to con- 
serve and to increase, and in no way to 
impair, the public confidence in all legiti- 
mate advertising and in all legitimate 
business. 

We recommend that the following be 
considered unfair trade practices and be 
omitted therefore from all advertise- 
ments : . 

1. Statements or allusions which in 
any way disparage, or reflect adversely 
upon, the prices, service or merchandise 
of any other store or stores. 

Note: Constructive advertising should 
deal primarily with helfful news of the 
advertiser's own merchandise, prices and 
service. 

2. Statements which proclaim a policy 
or effort to undersell others, and state- 
ments which claim that the advertiser’s 
prices are reduced for the purpose of be- 
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ing below the price of a competitor or 
competiitors. Example: 

“Lowest prices in the city.” 

“ ... per cent less than price else- 
where.” 

“We try to undersell others by at least 
.... per cent.” 

“We will not be undersold,” or etc. 

3. Statements which quote a_ price 
found elsewhere, in which it is claimed 
that the advertiser’s quoted price is lower 
for the same or equivalent or comparable 
merchandse. Examples: 

“Lowest price elsewhere $....” 

“Lowest price for equivalent quality 
elsewhere $....” 

“The price around town is $....” 

“The price of credit stores is $....” 

“The price of stores that do not sell for 
cash is $....,” or etc. 

Note: The standard in no way pre- 
cludes the use of accurate statements as 
to price reductions of merchandise offer- 
ings; nor does it preclude the use of 
properly substantiated claims of usual 
(normal) retail prices of merchandise 
specially purchased. 

4. Any claims which cannot be sub- 
stantiated fully, especially statements of 
value which are the advertiser’s opinion 
unsupported by clear proof. 


HE months of November and 

December should be regular 
price months at retail, but already we 
see evidence of fear on the part of 
merchants to carry their regularity 
up and over Christmas. Many of 
these merchants feel that the public 
has money in the holiday season and 
the thing to do is to get that money 
by every possible method—fair or 
foul. It is impossible for a single 
merchant to hold out against the tac- 
tics and merchandising methods of 
his town, so now is the time to bring 
about an understanding as to clear- 
ance dates or clearance methods in 
mid-season. With merchandising 
during the past ten months of the 
year built up on price appeal, it does 
seem logical that the last two months 
of the year might find some other ap- 
proach to the sale of merchandise 
than through price. 
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Whistling in the Dark 


One Day last week I sat in the smoker out of Sandus- 
ky and talked with a shoe merchant. When we got 
through I was crying on his shoulder. He told me that 
competition in his town was keen as a brand new blade. 
In other words, it was hell! | 

So I said to Walter Booth when I saw him; “Walter, 
competition is getting fierce, what do you think the shoe 
merchants should do?” 

“Competition isn’t any worse, and it never was nearly 
as bad as many men pictured it. Competition is the big 
bully of business. 

“The mere word, ‘Competition’ is enough to start many 
men shaking with fear and start ’em sympathizing with 
themselves like little boys who go whistling in the dark. 

“Bradstreets are sharks for statistics. They often follow 
in the footsteps of the sheriff and when he shuts a mer- 
chant’s door, they find out the real reason for the failure. 

“Competition actually caused only 2.6% of the failures. 
Three out of every four failures are caused by incompetency.” 

“Whaddaya mean Walter, by incompetency?” 

“I mean the inability to find out the actual cost of 


doing business—and then getting the proper MARK-UP © 


on every sale to make a PROFIT. 

“MARK-UP, to many merchants is like a mirror with 
the silver paint worn off. They just can’t see through it. 
Doing business without sufficient MARK-UP is like run- 
ning a tag day in Glasgow. 

“WALTER BOOTH SHOES are priced to permit a 
proper MARK-UP. The merchant himself sets the re-sale 
price. He MUST make a PROFIT.” 


WALTER BOOTH SHOE Co. 


302 N. Broadway, Milwaukee, Wisconsin 


MANUFACTURERS OF MEN’S DRESS SHOES 


Retailing at $3.50 to $6.50 at a profit 
In stock AAA — EEEE. Sizes 5-14 
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To Sell Shoes to. 


the NURSE 


You Must Sell 





Barbara Stanwyck, Warner & Vitaphone Pictures 


Among the so-called staple types 
of women’s shoes—if that term may properly be ap- 
plied to any branch of the shoe business today—upon 
which there is always a certain definite amount of bus- 
iness to be had through intelligent specialization, is 
the class of footwear designed especially for nurses, 
waitresses, etc. These classes of workers are obliged 


to spend practically all of their time on their feet per- 
forming duties that subject their feet to a somewhat 
rigorous form of occupational strain. 


Practically all nurses and a great many waitresses 
are required by uniform regulations to wear white 
shoes, and in times past these were mostly of canvas or 
fabric, which were preferred mainly because of cost 
considerations. At present there is a distinct trend 
toward the wider use of white leather, including both 
kid and calfskin, for shoes of this class. Leather is 
considered by many nurses to be more serviceable, par- 
ticularly in view of the fact that a white leather shoe 
can be worn for other occasions, when the wearer is 


off duty. 
The nurses shoe business is, to a very large degree, a 


the Hospital 


LR Oe 


specialized business. Certain manufacturers give spe~ 
cial. attention to nurses footwear and certain stores in 
a community make a special effort to develop this 
class of business. It does not come to the store, as a 
rule, by reason of the ordinary publicity and sales pro- 
motion efforts of the average store. Nurses’ shoes 
cannot be sold in volume by newspaper or ordinary 
direct mail advertising or by featuring the shoes in 
window displays. ; 

In order to develop a sizable business on shoes of 
this class it is necessary to develop some special con- 
tact with the hospital or other institution where the 
shoes are worn, or in the case of the graduate nurse, 
no longer connected with a hospital, it is desirable to 
find some means of direct solicitation, although she, 
too, is influenced by the recommendations of the hos- 
pitals with which she comes in contact. 

Superintendents of hospitals or physicians in 
charge commonly recommend special lines of shoes 
and prescribe certain lasts following an examination 
of the student nurses’ feet. The hospitals recognize 

[TURN TO PAGE 48, PLEASE] 
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PROFIT csi 


with 
PONTIAC’S 


Black Kid 4-Eyelet Tie, Black Pin $6.00 to $7.50 


Seal Tongue, Black and White Java 
Underlay, 14/8 Leather Heel, 143 









Last. e 

B1233 Business 
pack Brows Kid se dst +i oe 
Pin Seal Tongue, Brown an ite ° 
Java Underlay, 14/8 Leather Heel, 143 Builders 
Last. 


WE ¢ cosas eaced 6 

| | ARE, SERPS ee 4-* 

BI ace 

reset ose ae 1601 


Black Kid 3-Eyelet Tie, 14/8 
Slim Kidney Leather Heel, 
Uskide Top, 124 Last. 



















2201 : 
Autumn Brown Kid 3-Eyelet 
Tie, 14/8 Slim Kidney Leath- + get Px sore ae a 
er Heel, Uskide Top, 124 ac 1 ~myelet Lie, ac 
1 ™ Morocco Tongue, 901 Lizard Lace 
|) ee 6 —9 Stay Insert, 16/8 Wood Cuban 
jee 5%4—10 Heel, 139 Last. 
ME. i cbeeeaives 510 yaa res 
iaibabaraaite 6" Bs éaccaccoas 5%4—9 
See aa: 4 —10 A vee eeeeeeeeeees rer 
eterna 4% 9 Di peekcesssencens 44-9 
50c extra for sizes 914 and 10 3 pen eee 
| 
| 
ARUE- FIP 
en supe 


$5.00 
Retailers 





: B3025 
ba Best Ley Sate 
id 4- Tie, 901 7 ey aD 
pa aan te oR 15/8 page Heel, Uskide 
Heel, Uskide Top, 143 Last. Top, Last 143. 
B3226 : A 
Brown Kid 4-Eyelet Tie, 903 Put Ponti-peds to work for you. Let them help you increase 
Lizard Underlay, 15/8 Leather your volume—at a profit. These shoes are quality-made 
Heel, Uskide Top, 143 Last. through and through—modish patterns, latest styles. Many 
’ qian nationally known merchants are finding it profitable to fea- 
SRR 44-9 ture Ponti-peds. Why not you? A copy of our new In 
eee ree Stock catalog will be sent on request. 
BH ucecccccvcccoee 4%4—9 


B3027 
ma nesters. — PONTIAC SHOE MFG. CO. 


A “for sizes PY ym 10 PONTIAC ILLINOIS 
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Feature Fall Overshoes 








And Fit Them Right! 


By 
MADAME 


HAMILTON 


JEFFRIES 


Fashion Editor 


Ctl your stocks of rubbers early, 
and fit them right. 

Every Winter season, the coat merchandising group 
plans an August sale of Winter coats for the advanced 
season. These August sales have been a proving ground 
for the various styles and colorings, and manufacturers 
have planned their percentages accordingly. 

The rubber industry has also found that there are ad- 
vantages, both for the retailer and the rubber houses, in 
early presentation of overshoes and rubbers. When the 
customer waits until the first storm and finds herself far 
from her favorite store, the suddenness of the storm makes 
it imperative that she rush to the nearest shop. She is 
obliged to buy what the store has for sale, not what she, 
the customer, would like. 

Correctness in dressing the type has become the first 
thought of today’s public and yet very little care is being 
used in selling the correct heel heights and types of over- 
shoe. When a customer spends upwards of two dollars 
for a protective boot, she asks for style, color, up-to-the- 
minute finish, certain linings, a trim and snug appearance, 
even though she wears big buckles on her shoe one day 
and a strap pump another. ; 

This season the rubber industry has done a supreme 
piece of styling. Every factory has, at least, one good 
and salable number with style and fitting qualities thrown 
in. Why not then give your customers the opportunity 
of an early buy when there is ample time for selection and 
fitting, and the opportunity to choose just the right color. 

There are shoes with cuffs and then the new type which 
acts as a stocking protector. There is a real selling fea- 
ture in the high back shoe, as it saves the wearer from 
being conscious that she is wearing a muddy stocking. 








—_—_<_—$—$ $$$ $$ $$ $$$ $_ $_ $_ $_$_$_$_$_$_$___— 


No. 1. One of the fall overshoes which features the side opening. This 
boot is so constructed that the cross opening hugs the instep even 
when a buckle shoe is worn. 


No. 2. This pull-on novelty boot has had an early acceptance across the 
country. This boot, which is carefully constructed, has just the 
right measurements for an easy pull-on, with all the hug and fitting 
qualities of a leather boot. Ample stock has been allowed for the 
fitting of buckled pumps and fancy oxfords. 


No. 3. This boot with a front opening carries the high back collar. These 
cuffs serve as a stocking protector and carry a flattering top line. 
College girls and young moderns prefer these types. 


No. 4. Smart overshoe with gypsy toe line and concealed fastener. The 
high line and the all wool lining are special selling features. 


No. 5. For those who prefer the turned down cuff and satin finish this 
shoe is smart for metropolitan use and dressy wear. The newness 
of the finish is a special feature. 
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“DOREIST” 
by Laird, Schober & Co. 


Broad one-strap, side 
buckle, perforated and 
piped saddle. Hubschman’s 
No. 134, Tandrite Calf. 


IN AMERICAN LEATHERS 


EXCLUSIVELY TANNED... 
EXCEEDINGLY BEAUTIFUL! 


Because of Tandrite’s deep, glowing color, exquisite 
finish, fine grain, high lustre and pliable body, fas- 
tidiously fashionable women appreciate it to the 
fullest. 

In Tandrite Glace Calf the tanning experience of 
years and the pride of superior craftsmanship are 
combined to produce just the leather demanded 
for fashionable feet. 

Tandrite Glace... in all the popular new shades 
and lustrous black! 
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“How's Business” for November? 


As forecast by the scores of editors of United Business Publishers, Inc. 


A: no time in the past year has 
there been such a widespread renewal of confidence. 
Since credit and confidence have been proved to be 
synonymous terms, it follows quite naturally that the 
easing of credit is likewise the stabilization of con- 
fidence; and, although the workings of the Hoover 
Plan may not be so spectacular as its announcement, 
they will be far-reaching, and give promise for bene- 
fits of considerable magnitude in the months ahead. 
An improved sentiment is already apparent. 

A typical effect on the manufacturing industries 
will be the opportunity for replacement of obsolete 
equipment which, although the need has been fully 
appreciated, has been handicapped by lack of credit 
and confidence. 


seems assured. 


In the merchandising fields the plan seems to prom- 
ise that a portion of the millions now being hoarded 
will be diverted to buying. November will witness. 
the completion of the organized drives for welfare 
funds to be held throughout the country. There is 
some feeling that they may have an adverse effect 
‘upon trade, and it is undoubtedly true that a great 
deal of responsibility rests in the hands of those 
charged with the publicity for these drives. 

However, the first show of decisive action on our 
domestic affairs has proved a bracing tonic to our 
confidence, and with present hopes to build upon, 
and the promise of further constructive action to 
follow, general improvement in the coming months 





















BUSINESS 


SALES 


STOCKS 


COLLECTIONS 


COMMENTS 















SHOES 


Sales should be larger, 
due to seasonal condi- 
tions, than in October, 
but smaller than Novem- 
ber, 1930. 


Somewhat heavier than 
October, but considerably 
—* than November, 


Possibly slower than Oc- 
tober, and somewhat 
oo than November, 


Retail outlets merchan- 
dising at prices the pub- 
lic wants .to pay will 
have a very satisfactory 
November. 















AUTOMOTIVE 


Passenger cars 36% less 


than tober, and 6% 
less than November, 
1930. Trucks 38% and 


12% less, respectively. 













DEPARTMENT 
STORES 


About the same as Oc- 
tober, but 10% less than 
November, 1930. 


Passenger cars some- 
what smaller than Oc- 
tober and _ considerably 
under November, 

Trucks about the same 
as October, and some- 
— under November, 


Both lines about the 
same as October, and 
somewhat better than 


November, 1930. 


Estimated sales of pas- 
senger cars for Novem- 
ber, 90,000; trucks about 
18,500. 













HARDWARE 


Increase of 10% com- 
pared to October. Equal 
in items but a decrease 
of 13% in dollar volume 
from November, 1930. 


Increase of 5% over Oc- 
tober, but 10% less than 
November, 1930. 


No change from October, 
or from November, 1930. 


Normally a little under 
October, department 
store sales should about 
equalize in these months. 












INSURANCE |° 


Lower in all lines than 
in October. Better in life, 
equal or better in fire 
and casualty than in No- 
vember, 1930. 


Increase of 20% in stocks 
over October, but about 
b% below November, 
1930. 














JEWELRY 


Should show increase 
over October, and about 
the same or less than 
November, 1930. 


No change from October, 
but slower than Novem- 
ber, 1930 


Many manufacturers’ 
stocks depleted to e 
point where immediate 
shipments cannot be 
made. 





Little change from Oc- 
tober, with some _ im- 
provement in all lines 
over November, 1930. 





The same or slightly 
lower than’ October, and 
about the same as No- 
vember, 1930. 















MACHINERY 
METAL 
PRODUCTS 
METALS 


The outlook is for some 
gain in steel and pig iron 
production in November. 
Automobile manufactur- 
ers now placing orders, 
but railroad requirements 
depend upon freight rate 
increase. 


The providing of easier 
credits holds out hope to 
the machinery and ma- 
chine tool industries that 
the volume of replace- 
ment buying, long held 
back, may materialize. 


About the same as Oc- 
tober; and the same, or 
with a few local im- 
provements over Novem- 
ber, 1930. 


All life companies mak- 
ing concentrated drives 
to lower lapsation rec- 
ords. 





Jewelers in many sec- 
tions looking forward to 
considerable improvement 
in November. : 





Steel industry has en- 
tered upon final quarter 
without improvement in 
operations, but with a 
better outlook for buy- 
ing, particularly from 
the automobile and rail- 
road industries. 










READY-TO- 
WEAR 








Should show improve- 
ment over October, but 
s  iittle below November, 





About 5% less than Oc- 
tober, and lighter than 
November, 1930. 





Very slight change from 
October, but slower than 
November, 1930. 





More seasonable weather 
should stimulate buying 
during November. 
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© Youll! Make 
bends 


VER a period of seventeen years 

Pied Piper Shoes have achieved a 

sound reputation for quality and com- 
fort that make friends. 


The Advertising cooperation offered Pied 
Piper dealers—the appeal of the Pied 
Piper name brings an increased juvenile 
following to stores that feature Pied 
Piper Shoes. 





And now added to Pied 
Piper prestige and the sales 
making force of Pied Piper 
advertising is a line up that 
allows popular retail sell- 
ing prices at satisfying 
profit margins. 


The Pied Piper proposition is a business 
building power in a long list of America’s 
finest stores. 


You should know why! 
Ask for the full details! 
Write today! 





DIDER 
SHOES 


WORLD'S GREATEST HEALTH SHOES FOR CHILDREN 


Maathon Shoe Co; 


WAUSAU, WISCONSIN 
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TRENDS on FIFTH AVENUE 


Sandals in Bright Colors for Evening Wear 










Along with the staple types 
of shoes for winter generously displayed in 
Fifth Avenue shops, there is also a splendid 
selection of novelties for all sorts of uses and 
occasions. Many odd sandals are being shown 
for evening wear and such colors as bright red, 
vivid green and combinations of black and 
colors are displayed for the Winter season. 
Brown kid and calf are being fashioned in 
daytime shoes to be worn with the new be- 
furred woolens. Those factories which have 
already finished the cutting of suedes now find 
that the all-over and combination shoe of 
medium brown in kid or calf is the feature 




















































A Cammeyer pump pattern 





shoe for months to come. in black suede with patent 
There are three or four types of suits for collar and lizard tongue. j 
between season wearing. The dark skirt with 4 
Forepart detail of an in- the mixture jacket or the tweed or multicolored 
teresting Cammeyer pat- woolen skirt with the solid color jacket, or 


tern in brown kid with 


beige stitching. again the three-piece suit which features a 


colored blouse, a mixture skirt and a solid color 
jacket. The Winter suit with rich brown fur 
is usually a luxurious type which demands a 
rather formal shoe, and a great amount of 
brown fur is used this season. 

Delman is featuring the two tongued sports ; 
shoe which is worn with the town woolens. 
This shoe rides well up on the instep and the 
tongues are of smaller proportions than those 
used in the last two seasons. 

Nancy Haggerty features the centre piped 
suede ankle oxford which fits on like a Juliet 
slipper and fastens over the instep with a broad 
strap and side buckle. 

Cammeyer has a window of jewel tone eve- 
ning slippers. Large multi-colored stone 
buckles are displayed for contrast. 

J. & J. Slater anticipate the opera and show ; ; 
a combination of sharp colors in crepes, satins, Detail of ogi - we 
A Delman patented white velvets and brocades. ooh eek pr 


crepe shoe with white i : ‘ nt a 
satin apgllqne on vamp and Bergdorf-Goodman combines silver brocade and gray stitching. 





quarter, gold kid strap and and vivid greens for the opera ensemble, the 
band on vamp. slipper accenting the shade of the frock. 
Black still predominates on the Avenue. Two 
and three materials are shown in combinations ; 4 


straps are appearing in most every line, and 
medium heels are the selling preference. 

After the holidays an early swing to brown 
in daytime footwear is anticipated. 





Brown kid and calf is be- 

ing featured extensively for 

wear with fur trimmed 

woolens so popular this 
season. 





Right, Miller & Son, Fifth 
Avenue, features this 
brown kid shoe with inlay 
of brown suede. 
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Stetson Shoes will be in 
Room 1407 
COMMODORE HOTEL 


rm 
Ad TON © 
& SEASONAL OPENING “Nt 


|... AND SHOE DISPLAY WEEK S\ 


In practically all communities shoe merchants face keen competition in fine-grade 
men’s shoes... Naturally, the dealer who commands the greatest margin of profit 
to work on has a distinct advantage in competition ... Stetson factory prices enable 
the Stetson dealer to control the situation. They provide a clean 40%—or more— 
markup on popular retail prices for quality. This gives the Stetson dealer a decided 
edge... This supremacy also applies to quality. Not only are you able to offer the 
greatest value for the money; you have the exclusive comfort advantage of a 
PRE-WALKED SHOE. No “breaking in” Stetson smartness! ...Top all this off 
with the quick, dependable In-Stock service of Dept. 5 and in Stetson Shoes you’ve 
got the greatest fine shoe proposition in shoe merchandising. Convince yourself! Write 
for Dept. 5’s new catalog. The Stetson Shoe Company, Inc., South Weymouth, Mass. 


STETSON SHOES 


FOR MEN 
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Sanger Bros. shoe style staff assembled for a style lecture. L. H. Graves, the buyer, is second from the right. 
include O. S. Vossler, E. H. Williams, J. B. Williams, Fred Thompson, E. G. Wood 








Others in the photograph 


, Tal Swain, Guy Rose, Mrs. Sallie Holloway, hwiss Eveiya 


Proyton, Mrs. Lady Arnold and Dr. C. A. Lehwald. Dr. Lehwald is a foot specialist with an office in the rear of the department. 


Southwest Is Style Minded 


And Style Increases Shoe Sales Despite Depression 


The southwest is thoroughly style . 
conscious and decidedly shoe conscious. 

The woman—or the man—who buys footwear in 
the Southwest no longer buys purely for comfort and 
necessity, as was decidedly the case ten years ago. 

Walk down the streets of Dallas, key style city of 
the Southwest and representative of the section’s 
progress, observing how great a percentage of the 


population is following styles in 
footwear as outlined by the better 
fashion magazines, advertisements 
and newspaper columns. Or, bet- 
ter, drop in at Sanger Bros., a 
seventy-five-year-old institution 
which has seen style make mer- 
chandising history and watched 
its evolution. Talk with L. H. 
Graves, who heads the store’s shoe 
buying, selling and repairing ac- 
tivities. 

“Style came to be of importance 
in footwear almost instantly to 
Dallas women,” Mr. Graves said. 
“Almost overnight, about two 
years ago, Dallas women and our 
hundreds of women customers 
from near towns in Dallas and 
neighboring counties became style 
conscious. So suddenly that we 
were almost astonished when 
women from obscure places, if you 


tried to look them up on the map, came into our shoe 


department demanding a style we thought so new that 





L. H. GRAVES 
Shoe Buyer for Sanger Bros., Dallas 
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it would not be of importance to our customers for 
another few months or even another year. 

“In some cases they had style information that em- 
barrassed us, for we had not heard of it ourselves! 
You see, hitherto the Southwest had wanted practical 
shoes, sturdy and well made. Not that there is not 


still a demand for quality, for we 
do not relent on that point. But 
we had to start stepping and bow- 
ing at the altar of style, which we 
have been doing ever since.” 

And is this style change love of 
the demand for men’s shoes? 
Equally true of the demand for 
men’s shoes as the demand for 
women’s. The men followed the 
women, however. They did not 
start asking for the correct shoe 
for such and such a suit and such 
and such an occasion until style 
conscious Mary and Jane started 
looking at them with disfavor after 
perusing the smart fashion maga- 
zines of the East during their 
leisure hours when they learned 
reliably that any John who had any 
pride whatever would not think of 
wearing black shoes all the time, 

[TURN TO PAGE 52, PLEASE] 
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COMPETITION 











To Retail at 
$4.00 Boys’ 
$5.00 Men’s 
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‘Official Brown Elk Moccasin Service. Shoe 
—Grocord sole, rubber heel. In_ stock, 
B, < D; E. Little gents’, 11 to 13% at 
$2.35. Boys’, 1 to 6 at $2.65. Men’s, 
8% to 11 at $3.25, 





To Retail at 
$5.00 Boys’ 
$6.00 Men’s 


Official Brown Elk Army Service Shoe— 
11 Iron Oak Sole, rubber heel. In stock, 
B, C, D. Little gents’, 11 to 13% at 
$2.65. Boys’, 1 Re 6 at $3.15. Men’s, 
6% to 11 at $3.7 
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$38 Boys’, 













rubber 


6% * 11 at $4.10. 
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Official Brown Elk Indian Moccasin Boot 


E. Little gents’, 


1 to 6 at 


To Retail at 
$5.50 Boys’ 
$6.50 Men’s 


eel. 
11 to 13% at 
$3.45. 


with this new and complete line of Excelsior 
Official Boy Scout Shoes. 


A complete new Scout Line. Outstanding new styles in two popular 
maintained price grades, one to retail at $4.00, boys’; and another 
at $5.00—both built to the very high grade specifications of the 
Boy Scouts of America. 


Thrifty parents of all American boys are finding Scout shoes the 
best investment. The largest and most successful stores are steadily 
increasing their boys’ shoe business with maintained price advan- 
tages and the splendid merchandising 
possible through stability of styles and 
fast stock replacement. You now have 
a splendid mark-up and fast turnover 
on Scout Shoes which mean profits. 


ALL IN STOCK—with prompt service, 
and with liberal dealers’ sales promo- 
tion help. 









To petal, at 
$3.50 B 
$4.50 Men’ 's 


Fill out coupon below for descriptive 
literature and ask our salesman to call. 


” The Excelsior Shoe Company 
Official Brown Elk Lace to Toe Sports Portsmouth, Ohio 
In stock, 
, 11 to 13% at 

$2.35. Men’s, 


Shoe—Grocord sole, rubber heel. 


* lalla 


$ Boys’, 1 
6% to 1l at $2.85 






To Retail at 
4.00 Boys’ 
$5.00 Men’s 








To Retail at 
$4.00 Boys’ 
$5.00 Men’s 









914—Brown' 
924—Black 





Official Brown Elk Moccasin Service Ox- 
om. Grocord sole, rubber heel. In stock, 
B, D, E. Little gents’ 11 to 13% at 






725—Brown 
728—Black 












Official Brown Calfskin Dress Oxford— $335 5. eee ta” 6 at $2.65. Men‘s 
Rocker last—leather sole, rubber heel. In 
stock, A, B, C, D. Little gents’, 11 to 
13%, at $2. trey tet 1 to 6 at $3.15. 
to 11 at 
yp agg To Retail at 
$4.00 Boys’ 
$5.00 Men’s 





To Retail at 
$5.00 Boys’ 
$6.00 Men’s 

















581—Brown 
584—Black 






4—Brown ° 
737—Black 


Official Brown Elk Indian Moccasin Ser- Official Brown Elk Dress Oxford—Rocker 


vice Oxford. Leather sole, rubber heel. last. Leather sole, rubber heel. In stock, 
In sate B, C, D. Little gents’, 11 to B, C, Little gents’, 11 to 13% at 
13% at $2.65. Boys’, ; to 6 at $3.15. $2.35. Boys’, M 


1 to 6 at $2.65. Men’s 


Men’ . “Gi to 11 at $3.7 6% to 11 at $3.25 











The Excelsior Shoe Company, 

Portsmouth, Ohio. 

Send descriptive literature on the new lines of Excelsior 
Official! Boy Scout Shoes. Also please have salesman call. 











In_ stock, 














Men’s, 












33 


























TRUE PROPORTIONS 


























wa 


COORDINATED [ASTS | 
and PATTERNS © 


When you use 








Nature maintains the same proportions in the small, 
medium, and large sized foot. It is now possible, through 
the Coordinated Last and Pattern system, to maintain the same true pro- 
portions of the human foot in the successive sizes of footwear. The Co- 
ordinated Last and Pattern system is an outstanding shoemaking achieve- 


ment that gives to all sizes of footwear the best fitting qualities that genius 





can provide — True Arches, True Heel Heights, True Heel Treads, and a 
True Toe Spring. Uniformity of model appearance in every size means 


stronger style appeal. 


( 








UNITED LAST COMPANY + BOSTON + MASS. 
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Devoted to 


DISPLAY EQUIPMENT AND SUPPLIES 


for the Retail Shoe Store 
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Bringing Home the Business 


lh a recent article on window 
displays the RecorDER stressed the fact that shoe win- 
dows nowadays must not only be interesting and at- 
tractive, but must have a new element that will literal- 
ly compel an apathetic public to stop, look and buy. 
The same thing is true of other forms of publicity in 
which shoe stores engage. 
of the buying public demands something bordering 
on the spectacular to penetrate the consciousness of 
people and break down sales resistance. 

The accompanying photograph illustrates a new 
idea in shoe publicity that a mid-western manufac- 
turer has used with success to develop business for 
stores handling his line. It is an idea that can be 
used with equal success by individual merchants who 
are in a position to incur the investment necessary for 
the purchase and operation of a small car, which can 
also be put to good use in making deliveries and for 
other purposes. 

In a period like the present the best way to develop 
business is to go after it. Some stores can very ad- 
vantageously send out a salesman with a small car 
























This brightly decorated 
Austin car has been found to 
be a successful publicity ve- 
hicle for the makers of Col- 
lins Collegiate shoes. It is 
equipped with phonograph, 
microphone and amplifying 
system. Popular songs and 
melodies are rendered to at- 
tract attention and advertis- 
ing messages are broadcast. 
For the most part the car is 
parked in front of the store 
of a merchant featuring the 
Collins line, but frequently 
the driver makes a trip 
through the streets, pro- 
claiming the merits of the 
shoes and the location of the 
store. 


The present indifference 
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to engage in direct solicitation by showing new styles 
to lists of customers likely to be interested. At the 
same time the car can be utilized to serve the purposes 
of publicity. The number of actual sales made by 
direct solicitation may not seem to warrant the ex- 
pense, but if the store can, in this way, develop an 
acquaintance that will steadily enlarge the circle of its 
clients, the cost will be found to be warranted. 

An ice cream concern in New York City maintains 
a fleet of small trucks to canvass the suburbs selling 
frozen sweets from house to house at the price of a 
dime, and the success of a venture of this kind is a 
challenge to the shoe merchant whose traditional view- 
point is against the idea of direct solicitation. 


Many department stores and some shoe 
stores today are making a special feature of their 
repair departments and soliciting business at unheard- 
of prices on the theory that good will is built up in 
this way and that people whose repair patronage has 
been won will also become customers for new shoes. 

[TURN TO PAGE 48, PLEASE} 











Push the Extra Profit Items 


One Way to Lower Overhead Costs Is to Sell 
More Findings and Accessories as Well as Shoes 


wY 


Now, perhaps more than ever 
before, shoe merchants are thinking about operating 
costs and how they can be lowered. Yet many of 
them are letting dollars slip through their fingers 
without giving them a passing thought, simply be- 
cause they do not push the sale of accessories. 
Strange, isn’t it, when we stop to consider that it 
takes dollars to pay the overhead and that the more 
dollars that are taken in, the better the chance of 
meeting it—and what is more important—making a 
profit. 

How can you increase your volume by the sale of 
accessories and what accessories can a shoe store log- 
ically sell? 

Hosiery bears a very definite relation to shoes, 
dresses and other items of apparel that go to make 
up the feminine ensemble. Display a few pairs of 
shoes together with the correct shade of hose to be 
worn with each pair. Then, when you have sold a 
customer a pair of these shoes, show her the hose 
which you recommend as being correct. If she doesn’t 
have a pair of that particular style or shade, you 
stand a mighty good chance of making the sale. 

No matter what type of shoes is bought, appro- 
priate hosiery should be suggested. Remember, too, 
that this subject should be brought to the customer’s 
attention while the shoes are being shown, not when 
they are wrapped up and she is ready to leave the 
store. 

Spats are becoming increas- 


wae 


seasons, rubbers can and should be suggested to 
every customer who comes into your store. The cus- 
tomer’s old rubbers may not fit the new shoes or the 
old rubbers may be worn out. 4 polite question or a 
suggestion on your part is certainly not out of order, 
and often acts as a welcome reminder. 


The merchandising of handbags has 
progressed to a point where women are looking to 
shoe stores as the place to purchase them. Generally 
speaking, there are two reasons for this: First, hand- 
bags are leather products, and secondly, they are often 
purchased to match a pair of shoes. By all means, 
push them as Christmas gifts. ; 

No pair of shoes should leave the store without an 
extra pair of laces. A customer seldom thinks of 
extra laces until he needs them. It is your job to 
remind him—such little reminders pay rich dividends. 
It is also a good plan to inspect the laces of the old 
shoes. If they show any appreciable wear, it is 
usually an easy matter to sell a new pair for those 
shoes. 

There are dressings for all leather shoes, yet they 
are not used to the extent that they should be. Many 
people don’t realize the importance of properly and 
consistently applying dressings. Educating them in 
this respect is both a duty and an opportunity for the 

shoe man. It should not be over- 
looked. 





ingly popular, especially among 
the younger men. This is the 
time of the year to start featur- 
ing them; in fact, they should be 
displayed consistently from Oc- 
tober through April. Don’t for- 
get to suggest them as being 
ideal Christmas gifts—both in 
your displays and in your sales 
talks. Spats are footwear and 
should logically be purchased in 
shoe stores. If they aren’t, some- 
one is getting the business which 
should be yours. 

During the spring and _ fall 


SELL MORE ACCESSORIES 


S MALL sales can yield big profits 
in the aggregate. It is a service 
to the customer to call attention to 
such items as hosiery, handbags, 
polish, laces, shoe trees, buckles and 
the multitude of small items that can 
be sold in the shoe store. 

Suggestive selling can also increase 
your business on rubber footwear and 
many other seasonable articles. 

Some stores do a worthwhile busi- 
ness at this season on spats, leggings, 
sweaters, snow suits for children and 
winter sports apparel and accessories. 

Don’t overlook these small extra 
unit and extra profit sales. 


A can or bottle of shoe polish 
should be a part of every shoe 
sale. Shoe polish is something 
the customer always has need 
for, and even if he has a little at 
home, he knows that he is going 
to need some more before he 
wears out the shoes. As a gen- 
eral rule, he can be induced to 
buy polish without any trouble. 

A fairly complete stock of 
these accessories can be carried 
with a comparatively small in- 
vestment and can be made to 
show a good profit. 


36 Boot AND SHOP RECORDER 





combining THE SHOE RETAILER, Oct. 31, 1931 








S 




















ere PEOPLE SPEND MONEY FREELY 


Another Outstanding Example of a Merchant who is Cashing In by Acting upon the Simple Propo- 
sition that the People with Money to Buy, Spend It in the Stores that Look the Most Successful, is 
seen in the case of the S. A. Barker Company Store of Springfield, Illinois, Illustrated Here 


Scientific Store Planning—Today’s 
Secret of Success— 

Makes Retail Merchandising More 

Profitable Than Ever Before 


HY is it that some businesses are 

going like a house afire—in the 
midst of ‘‘bad times”? Yet—the smart, 
prosperous store illustrated here finds 
money enough to remodel; finds busi- 
ness good. 
Why? Because people with money to 
spend do not go into stores that look 
like the headquarters of the depression. 
And—don’t say there isn’t any money 
in the country. Last year, 1930, when 
the depression was considered Bap, cor- 
porate earnings and interest amounted 
to 8 BILLIONS of dollars. Against 
only 71% billions in 1929. 
There’s business to be had. Most of it 
to come from competitors. But it’s 
there just the same. One way to get it is 
through Scientific Store Planning. At 
least, a substantial number of mer- 
chants are getting it this way. 


What Scientific Store 
Planning Means 


Scientific Store Planning simply means 
the application of certain, inflexible laws 
of retailing to the display equipment 
and physical arrangement of your store 
—irrespective of size, location or pres- 
ent volume of business. In other words, 
Scientific Store Planning is what to do to 
get customers coming in to buy. Exactly 
where to put various kinds of mer- 
chandise; exactly what atmosphere to 
supply; exactly what method of mer- 
chandise display to use; exactly how to 
suggest purchases subconsciously—in 
short, how to make people spend their 
money in your store. 


That Grand Rapids Store Equipment 

















Shoe Department of S. A. Barker Co., Spring field, Illinois 
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Corporation is able to plan your store 
scientifically to meet the new competi- 
tion—to get more than your normal 
share of business—is best proved by the 
history of its business. Today the lead- 
ing company of its kind in the world, it 
daily does the very thing described 
herein. The greatest clearing house in 
the world for successful retail merchan- 
dising ideas, its engineers are able to 
put your store on a more profitable 
basis for the simple reason that what 
they do is based not on “‘theory”’ but on 
facts ... ways proved successful in thou- 
sands of stores everywhere. On this 
basis—and no other—you are invited 
to investigate Grand Rapids Scientific 
Store Planning Service and Grand 
Rapids Store Equipment. Simply send 
coupon. 


GRAND RAPIDS STORE EQUIPMENT 


GRAND RAPIDS STORE EQUIPMENT CORPORATION 


Executive Offices: Grand Rapids, Michigan. Branch offices and representatives in 
every territory. Factories: Grand Rapids; Portland, Ore.; Baltimore; New York City 
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A Complete Service 


Grand Rapids Store Equipment Cor- 
poration is equipped to work out a 
more successful plan for your store or 
department; build or rebuild it from 
floor to ceiling; furnish standard 
equipment or special. Send coupon 
for information telling how you can 
avail yourself of our Store Planning 
and complete building construction 
services. After thorough examination 
of what we have to offer you, then 
decide if we can be of help. 





THIS COUPON WILL BRING YOU 
COMPLETE INFORMATION 





GRAND RaPIDS STORE EQUIPMENT CorpP. 
Dept. B-10, Grand Rapids, Michigan 


Gentlemen: We are interested. Please send us 
further information and literature. This obli- 
gates us in no way. 


Address 


Cam... istic acetal ast naiaastidaiatanaca: ane 



























— Footprints —~> 


More than one hundred and twenty million pairs of human 
feet are making history in America every day. Footprints on 
the path of time! The familiar top-boots of Uncle Sam are 
seven-league boots. They cover every State of the Union. 
Their errands dramatize human life. Upon land and sea and 
sky, they carry;to a daily conclusion the activities of a great 
nation. Footprints made by American shoes! For in this far- 
flung land, human feet have never been clothed with such 
. beauty and cémfort, nor protected with such skill and work- 
manship as they are today. Shoes that are acknowledged 
throughout the world as the expression of our national ability 
to excel. The product of men, material and machines, yet in 
every sinuous line and clinging curve, proclaiming their own 
trademark, “Made in the United States.” The Shoe Industry 
can justly claim a place of leadership in achievement and 
invention. Its industrial effort has been sustained and fortified 
by machinery of amazing ingenuity and mechanical perform- 
ance; the historical development of some 450 separate kinds 
of machines; these, scientifically perfected and constantly 
serviced for effective use to the Industry at large. Creative 
genius has placed upon the feet of the American people 
footwear of which every citizen may be proud. 


wee 


United Shoe Machinery Corporation 
Boston, Massachusetts 
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NATIONAL NEWS 


>» HOW’S BUSINESS ¢ 


South Shore Factories Busy 


BROCKTON, Mass.—Following the 
customary stocktaking period, a large 
number of South Shore factories got 
away to a good start this week, resum- 
ing production on a five-day week 
schedule with sufficient orders to carry 
them well into December without any 
further let down. 

The Commonwealth Shoe & Leather 
Company, Whitman, has already started 
on a five and a half day schedule while 
its Maine factory has been running on 
full time for many weeks. Stacy- 
Adams Company at Brockton has re- 
sumed production with a large number 
of orders on hand, while the M. A. 
Packard Co. following stock taking, 
has got under way again with every 
indication that it will soon produce 100 
dozen pairs daily. 

Thompson Bros. Shoe Company, C. A. 
Eaton & Co., Howard Foster Co., 
George E. Keith Co., W. L. Douglas 
Co., Joseph F. Corcoran, Doyle Shoe 
Co., and the Stetson Shoe Companies 
are among the many factories located 
in and about Brockton that appear des- 
tined for real activity during the next 
60 days. 


s 


Black and Brown Suedes First 


CoLuMBUs, OHIO — That black and 
brown suedes are the leaders in the de- 
mand in women’s footwear is shown by 
a survey of the leading retailers of 
Columbus. Next in order are black and 
brown kids. In each instance black is 
considerably in the lead of browns. 
Some of the stores report a rather 
marked demand for green kids, but on 
the whole reptiles are rather slow. On 
the other hand, reptile trimmed shoes, 
principally with python, watersnake or 
lizard, are rather good. 

Ties are in the lead, with pumps next 
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in popularity. Strap effects are not as 
good as formerly, although rather large 
showings are still being made. The 
accepted heel is the Baby Louis, about 
16 eighths in height. 

J. M. Armour, manager of the Co- 
lumbus store of the Chisholm Shoe Co., 
reports black and brown suedes moving 
briskly at this time. Black and brown 
kids are next in order. Trimmings are 
rather subdued and consist of cutouts, 
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SHOP TALK 


by 
H. F. B. 


We know a shoe store 
In a suburban town 
Not far from New York 
That does a whale 

Of a business 

Despite the fact 

That the townspeople 
Are 90% commuters. 











We asked the man 

Who runs this store 

How he does it—and 

He said he doesn’t 

Have any cut and dried 
System, but that 

He keeps his eyes and 

Ears open for every 

New idea that comes along. 


But as we talked 

A dozen people 

Came into the store 
And every one of them 
Got a cheery greeting 
And gave one in return. 


As we left we got 

To thinking, and came 
To the conclusion that 
Not a little of this 
Merchant’s success is 
Due to his good nature 
And general love 

Of his fellow men. 


Vinegar catches few flies 


And likewise, sour faces 
Don’t attract much business. 
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EVERY WEEK 





insets and fancy stitching. Mr. Ar- 
mour reports that trade in September 
showed a good gain over the corre- 
sponding month last year, but he sold 
235 more pairs to bring that about. 

Philip Griffis, manager of the Co- 
lumbus Walk-Over Shoe Co., said: 
“Black suedes and brown suedes are 
the best bet at this time, with black 
and brown kids and green kids also 
attracting attention. Plain leather 
trimming designs are in vogue. Black 
mat kid is good and ties are by far in 
the lead. 





q TRADE HAPPENINGS > 





Bell Again Heads Wholesalers 


BosTtoN—At the annual meeting of 
the National Association of Shoe 
Wholesalers held in Hotel Astor, New 
York, Oct. 9, President Henry Bell, Jr., 
of Bell Walt & Co., Philadelphia, and 
the other officers were reelected. 

The annual report of Secretary- 
Treasurer, Thomas F. Anderson, sum- 
marized the year’s activities of the 
association, the more important of these 
including the association’s cooperation 
with the Official Semi-Annual Style 
Conference, with various departments 
of the Federal Government, and with 
the organizations of the trade which 
joined in a movement to have the exist- 
ing 20 per cent protective tariff on 
footwear retained. 

The complete list of officers of the 
association for 1931-32 is as follows: 

President—Henry Bell, Jr., Bell Walt 
& Co., Philadelphia, Penna, 

First vice-president—Fred H. Brown, 
Graham Brown Shoe Co., Dallas, Tex. 

Second vice-president—C. F. Wolt- 
man, Monroe Bros. & Co., Philadelphia, 
Penna. 

Secretary-treasurer — Thomas F. 
Anderson; Boston. 


ee 
> THE PURPOSE OF BUSINESS IS PROFIT 4 




















—Y y Py 
§ I 





STORE 
CHAIRS 





Combine Comfort, Beauty 


and Economy 


OOR space is expensive. Seat it economically. 
“American” Interlocking Chairs cost less— last 
longer. They are deep seated, roomy, comfortable. 
More chairs fit into smaller space. Upholstery in a 
wide selection of colorings to harmonize with in- 
teriors. Our designers and draftsmen will gladly 
suggest free, an economical, practical arrangement 
of seating. Just send rough floor plan. 


Send for FREE 32-page book 


‘‘New Styles i in Shop Seating” shows you how to eco 

ly utilize expensive floor space to greater ad- 

vantage. It shows you how to profit by instailing 

“American” Interlocking Chairs. Send now for your 
free copy- Address Dept. BS10, 


American Seating Company 
Makers of Seating for Shoe Stores, Schools, 
Churches and Public Auditoriums. 


General Offices: GRAND RAPIDS, MICH. 
Branches in All Principal Cities 




















Sensational Offer 


























1239 Broadway, New York ,City 
911 So. Los Angeles St., Los Angeles, Calif. 
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FROM 





Daily The “feel” of Man- 
Rates : 
hattan is here, as 
SINGLE well as luxury of 
$3 appointment. 700 
rooms with tub and 
DOUBLE 


$ shower bath, cir- 
5 culating ice water. 


Hotel PARAMOUNT 


46th STREET WEST OF BROADWAY, NEW YORK 
CHARLES L. ORNSTEIN, MANAGER 
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Daily Rates Reduced 


$2.50 per day without bath. 
$3.00 per day with bath. 
$4.00 per day double, with bath. 






» \y of the famous swimming pool- 


AELTON 


at 4Q* and Lexington NEW YORK 


Has all the comforts 
of a atoye be - 4 


The mos 

hotel —_ 
in New York. 
ee 
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To Buy $7,000,000 Worth of Shoes 


Boston—Orders for approximately 
$60,000 worth of footwear were placed 
in one day recently by five buyers rep- 
resenting five of the stores affiliated 
with the Associated Merchandising 
Corporation which has just opened a 
footwear buying office at 33 Franklin 
Street, this city, under the manage- 
ment of A. L. O’Shea. Buyers for the 
other stores in this group are expected 
in Boston soon. It is estimated that 
the installation of this buying office in 
Boston will lead to the yearly. purchase 
of about $7,000,000 worth of New Eng- 
land shoes. 

Orders are to be placed for women’s, 
men’s and children’s popular priced 
shoes, slippers and rubber footwear. 
In addition to this, according to Mr. 
O’Shea, New England manufacturers 
and wholesalers will find in this office 
of the Associated Merchandising Cor- 
poration an outlet for job lots and 
large stocks of discontinued styles. 

Membership in this corporation, 
formed to facilitate buying, thus far 
has been limited to 19 American stores 
and one in England. The present mem- 
bership comprises Stix, Baer & Fuller 
Co., St. Louis; Strawbridge & Clothier, 
Philadelphia; The Dayton Co., Minne- 
apolis; William Taylor Co., Cleveland; 
Abraham & Straus, Brooklyn; L. S. 
Ayers & Co., Indianapolis; Blooming- 
dale Bros., Inc., New York City; Bul- 
lock’s, Los Angeles; H. C. Capwell Co., 
Oakland, Cal.; The Emporium, San 
Francisco; William Filene’s Sons Co., 
Boston; B. Forman Co., Rochester; 
Joseph Horne Co., Pittsburgh; J. L. 
Hudson Co., Detroit; Hutzler Bros. 
Co., Baltimore; F. & R. Lazarus & Co., 
Columbus; Rike-Kumler Co., Dayton; 
John Shillito Co., Cincinnati; R. H. 
White Co., Boston, and Harrod’s, Ltd., 
of England. 
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NOVEL AND TIMELY! 
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The William Taylor Son & Co., Cleve- 
land, Ohio, used an early Fall window 
of galoshes in a setting that was un- 
usually smart and attractive. Cotton 
snow, beaver board background with 
art figures, a well-dressed model and a 
few sprinkled pairs of overshoes com- 


prised the physical requirements. A 
brief message, “It’s time to buy ga- 
loshes,” convincingly expressed the key- 
note theme. The effect of the whole 
window was to impress people with the 
need of the immediate future. Eddie 
Osterland, veteran display manager, did 
the trimming. 








Features Made-in-Georgia Shoes 


ATLANTA, GA.—A complete display 
of Bona Allen Shoes is being made by 
the Davison-Paxon Company this week 
in connection with “Made in Georgia 
Week.” Included in the display are a 
photograph of Bona Allen, founder of 
the company; a photograph of the 
Bona Allen shoe division; the various 
parts going to make up a shoe, and 
a complete line of shoes made by the 
company. 

Beginning as a harness company, 
the Bona Allen Company, which is lo- 
cated at Buford, Ga., turned its atten- 





tion to making shoes and saddles, and is 
now one of the largest shoe manufac- 
turers in the South. 





Form Wholesale Firm 


Boston.—Under the name of Marcus 
& Cohen, Inc., two well known members 
of Boston’s wholesale shoe fraternity 
have joined to do a wholesale business 
at 211 Essex Street, that city. The 
members of the firm are “Joe”? Marcus, 
for many years with S. Rosenberg and 
more recently with the Burtman Ron- 
deau Co., and Abraham I. Cohen, who 
was with Bloom, Langer & Lippman. 








56 Different Sizes 
AAA to C 


The only exclusive Goodyear 
Welt organization in the St. 
Louis district. 
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In Stock 


CENTER BUCKLE ONE STRAP 





THE JUVENILE SHOE CORPORATION 


OF AMERICA 
AURORA, 
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MISS OU RI 


Style 401 
Patent Leather All Over, 
Oak Sole. 


1014/8 Leather Heel. 
600 Last. 


Medium Narrow Toe. 


Sizes: 314/8 AAA 
3/8 AAanA 
2144/8 B and C. 

Price |. .. $3.10 


Send for Our Complete 
Stock Catalog 


Our terms are 5/10 days, net 30 
days. West of the Rockies and 
East of the Allegheny Moun- 
tains 5/20 days, net 40 days. 
See our display, Room 744, 


Commodore Hotel, New York 
sepre Show, November 16 to 












WHERE TO BUY 
| Men’s Shoes 














AST WEYMOUTH,MASS.U 








In Stockh Service Rewn 
F, M. HOYT SHOE CORP. 


@smes ‘56. Manchester,N.H.— 























“A MAN’S DECISION” — 


THE 


Men’s 
Fine 
4 Shoes 
Old 
Colony 
Shoe Co. 
Brockton, 
Mass. 


Boston—183 Essex Street 
N.. Y.—915-917 Marbridge Bldg. 
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PR SHOE 

FOR MEN 

(y Wes etl (P) 
BROCKTON 


NETTLETON 
Shoes of Worth 
A. E. NETTLETON CO. 


H. W. COOK, President 
Syracuse, N. Y., U. S. A. 
MEN’S FINE SHOES EXCLUSIVELY 

















Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 

SHOES 


Brockton, Mass. 























MADE GENERAL COUNSEL 

































A. W. GAGE 


New YorkK—Announcement is being 
sent to the members of the National 
Boot and Shoe Manufacturers Associa- 
tion of the employment by the associa- 
tion of A. W. Gage as general counsel. 
The Board of Directors of the associa- 
tion authorized the employment of a 
general counsel to enlarge and increase 
the service rendered by the association 
at its meeting last January and the 
officers and directors have been consid- 
ering for the position a number of 
well-known attorneys. 

In outlining Mr. Gage’s experience 
and qualifications, Jay O. Ball, manag- 
ing director of the association, has 
given the following statement to. the 
members: 

“Mr. Gage has for about fourteen 
years been practising law in Clear- 
water, Florida, formerly with the firm 
of Brandon and Gage; and more re- 
cently Gage and Polhill. He formerly 
practised in Chicago, where he was 
also general counsel and director of 
the Wilmette State Bank and a direc- 
tor in several corporations, where he 
attained prominence as a corporation 
counsel. He comes to our association 
with an unusual record of accomplish- 
ment both in legal matters and as a 
successful business man. He is ad- 
mitted to the bar of the Trial, Supreme 
and Federal Courts in several States 
and the United States Supreme Court 
and is a member of the American Bar 


Association, the Chicago Bar Associa-. 


tion, the Chicago Law Institute and 
local Bar Associations in Florida. 

“It is the opinion of our committee 
that Mr. Gage’s experience during re- 
cent years in bankruptcies, assign- 
ments, liquidations and reorganizations, 
particularly qualifies him for work that 
he will be called upon to do the Na- 
tion Boot and Shoe Manufacturers As- 
sociation. Mr. Gage’s experience as 
director and general counsel for banks 
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and trust comparies also qualifies him 
in financial and corporate matters; 
and his coming with us should mate- 
rially increase the value of the service 
of our organization to its members. 
“Mr. Gage made an unusually favor- 
able impression upon those of our 
officers and directors who met him be- 
fore final arrangements were made for 
him to devote his time to our associa- 
tion work. Altogether there were more 
than a hundred applicants considered 
for the position, although Mr. Gage 
was not among those who applied. He 
was approached by one of our commit- 
tee who has known him and has been 
familiar with his work for a number of 
years; and it is naturally a source of 
gratification to our committee that we 
have been-able to secure a man of his 
experience and attainment, as well as 
of pleasing and gracious personality.” 


Correction 


Under the heading of Failures and 
Embarrassments in the BooT AND 
SHOE RECORDER of Oct. 3, page 81, 
appeared an item stating that Horo- 
witz & Lubinsky of Perth Amboy, 
N. J., had been succeeded by Family 
Shoe Store, Inc. We are informed by 
the legal representative of the Family 
Shoe Store, Inc., that the item was er- 
roneous. We regret that the error 
occurred and in accordance with the 
request of said legal representative we 
publish this correction. 


President Kent Returns to Factory 


BROCKTON, Mass.—Fully recovered 
from his recent operation, John S. 
Kent, president of the M. A. Packard 
Co. and one of New England’s leading 
manufacturers, has returned to busi- 
ness. Mr. Kent recently underwent a 
serious operation at a Boston hospital 
and to the surprise of his many friends 
throughout the industry has recovered 
much sooner than expected. 

Many floral tributes greeted the for- 
mer mayor when he returned. 





Size Makes a Difference 


BROCKTON, MAss.—When you receive 
a special order for shoe trees, make 
certain of the size required. That’s the 
advice given out by Albert P. Baxen- 
dale, president of the O. A. Miller Tree- 
ing Co., Brockton, who last week, in 
answer to an inquiry, quoted the small 
extra charge for special orders above 
the regular price of his standard tree. 

When the order arrived the following 
day from Chicago, Mr. Baxendale dis- 
covered the trees were intended for 
Primo Carnera, gigantic boxer, who 
takes a size 18-10 E wide and whose 
feet, according to those in the know, 
resemble a couple of violin cases. 

Aside from the difficult search for 
wood large enough to turn the trees 
out, Baxendale is faced with the prob- 
lem of the actual cost of turning the 
trees out, somewhere in the vicinity of 
$25.00 a pair, and the price he quoted 
on the original order was less than 


$2.00 per pair. 
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Courtesy of the 
PARAMOUNT SHOE MFG. CO. 
St. Louis, Mo. 
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DAINTY SHOES 


result from the use of this distinctive light weight 
calf leather. We make it in a range of dainty 
colors and designs. 

Shoes of dainty design and pattern will give new 
zest to retailing next spring and summer. They 
will sweeten up every stock, give new appeal to 
the window trim and pull more window shoppers 
into the store. 

Footwear made entirely of this new leather is in 
a class by itself. When used for new trim 
effects, the contrast is appealing. 

Its characteristics are: Shape holding, mellow, 
glove-like feel, fine grain with a tight break, sun 
fast colors. 


NUVA PERSIAN PRINTS and our Washette 
Calf were enthusiastically received at the recent 
display of American leathers in New York, and 
will be shown in the spring sample lines of lead- 


ing manufacturers. 


Color swatches are available on request. 
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WHERE TO BU 


Men’s and Women’s 


Slippers 

















8. CHASE & SONS, INC., 
HAVERHILL, MASS. 
Men's Full Leather Lined 
Handturned Slippers 
Priced from $1.85 
Kid Pullman Slippers. 
colors and Black with 
Snap Pocket $1.50 
Zipper Pocket $1.70 





“RADIO-TYME”’ o 


TO RETAIL AT $3, $4 & $5 


“RADIO- 
TYME”’”’ SLIPPERS 


Reg. U. S. Pat. Off. In Stock 
CATALOG ON REQUEST 
o G 


HOUSE 


L. B. EVANS’ SON CO., Wakefield, Mass. 




















TO TALK BUSINESS 
ee RD 


M. P. GADDIS 


BostoN—The business situation, now 
apparently on the mend, will be dis- 
cussed by expert speakers at the open- 
ing dinner-meeting of the Boston Boot 
and Shoe Club of the current season at 
Hotel Statler, Wednesday evening, 
Nov. 4. 

The chief speaker will be Ralph B. 
Wilson, of the Babson Statistical Or- 
ganization, one of the best-informed 
economists in the country, who has re- 
cently made a careful study of manu- 
facturing and trade conditions in the 
United States and Canada. Mr. Wil- 
son’s address undoubtedly will be of 
real stimulus to his hearers. 


Answers to “TEST YOUR SHOE 
KNOWLEDGE” Questions 
on Page 12. 


1. Less than 4,000,000 pairs. This is 
about half the number made a dozen 
years ago. The decline is chiefly 
due to shoemaking processes speed- 
ing up so as to release the lasts 
from the shoes for re-use. 

. Cash on hand, accounts and notes 
receivable, readily salable securities 
—any assets that can be quickly 
turned into money. 

. Quick assets totals less current 
obligations. 

. Two to one or better. Some con- 
cerns maintain as high a ratio as 
ten to one, or better. 

. Knowledge of the business. Love 
for the work. Sincerity with cus- 
tomers. Loyalty to the house. 
Effort toward improvement in qual- 
ity of service. 


In addition there will be one or two 
prominent leaders in the shoe and 
leather industry on the program, whose 
contributions will be particularly wel- 
comed by the members. 

Among the notable guests of the club 
expected is Horace B. Parker, of the 
Massachusetts State Quartermaster’s 
Office, Boston, the first treasurer of the 
organization. In a letter to the secre- 
tary of the club, Mr. Parker recalls 
that the first meeting was held at 
Young’s Hotel, this city, Feb. 2, 1888, 
and the Boston Boot and Shoe Club 
launched with much enthusiasm. Mr. 
Parker adds: “I have in the years since 
noted the published accounts of the ac- 
tivities of the club with very keen in- 
terest, and hope that it may long con- 
tinue its good work.” 

The official announcement of the No- 
vember 4 dinner is in the form of a 
miniature newspaper entitled “Boston 
Boot and Shoe Club Businessbooster,” 
in which a number of snappy editorials 
and news articles pertinent to the cur- 
rent business situation appear. 

The fact that New England has led 
the entire country in shoe production 
during the first eight months of 1931 is 
strongly emphasized. 

Officers of the Boston Boot and Shoe 
Club are: President, Maxwell P. Gad- 
dis; first vice-president, Everett T. 
Packard; second vice-president, Major 
Charles T. Cahill; secretary, Thomas 
F. Anderson; treasurer, Frederic M. 
Haynes; associate secretary, George M. 
Rand. 


Al Epstein With Five Star 


Al Epstein, one of the outstanding 
salesmen of children’s stitchdowns in 
the United States, has become asso- 
ciated with the Five Star Shoe Com- 
pany of Long Island City, New York. 
The Five Star Shoe Company are 
manufacturers of children’s two and 
three soles stitchdowns, manufacturing 
5,000 pairs per day in their model fac- 
tory at Long Island City. Mr. Epstein 
will cover the entire South and Middle 
West for his firm. 

Together with H. C. Harnaish and 
H. Kivelson, Al Epstein will sell the 
entire production of the Five Star Shoe 
Company. The officers of the Five 
Star Shoe Company are: I. Merlis, 
president; Mr. Perlis, vice-president, 
and Mr. Weiman, treasurer. 


Follow Trend Toward Lower Prices 


BrRockTON, Mass.—The Thompson 
Bros. Shoe Company, one of Brockton’s 
leading manufacturers who for years 
have devoted their production exclu- 
sively to high priced men’s shoes, have 
been granted the third grade price list 
by the Boot and Shoe Workers’ Union. 

Under the new ruling Thompson 
Bros. will add to their regular high 
grade line a popular price line. This 
move is in keeping with that adopted by 
many leading manufacturers who in 
recent months have invaded the lower 





priced field. 
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Aching bones in the arch and ankle. A sensitiveness 
that makes the nerves tingle. A woman with a secret — 
Tansarcial But here's good news to every woman 
whose feet are taking the joy out of life. There's a shoe 
made upon exclusive ard patented scientific principles 
Aelsoal Air Ah Din shen lenein he thh 


te. 





comfort. Smart-looking. 
Moderately priced, $6.00 to 


cod 
comers 

$7.50. Made by the Autr- 

Suacxronp Snow Co., Au- 
Maine. A shoe that will 
you to say “I love 
” and protect you 

‘ansarcia. Come in. We 


HE Big Idea in selling shoes today is to sell Ideas about them. 
Ideas make them different, give them preference over com- 
peting lines in the mind and desire of the customer. 


Tarsalgia is the Big Idea that will mean Sales and Profits for 
every Old and New Friend of ours selling this fast growing line. 


The original advertising theme Tarsalgia, includes in one word 
all that can ever be said about foot troubles and shoe comfort. 


Business to you! Tarsalgia to your customers! Everybody 
happy with Air-Tred Shoes! 


Fifteen styles in stock! Write at once for further information 
about the Air-Tred Agency and Tarsalgia. 


Send your trial order on No. 119 shown below! Test the 
Air-Tred Shoe! Prove it for yourself! 


AULT-SHACKFORD 
SHOE COMPANY 


AUBURN, ME. ST. LOUIS, MO., 416 North 12th St. 
No. W119. Black Kid Four-Eyelet Tie; 


(Factory and In-stock Dept.) (In-stock Dept.) 58 Last; Grey Kid Lining; 14/8 Heel, 
Black Wafer Toplift. In stock AAA to 


D. Price $3.60. 
= — Aico available in Brown Kid at $3.70. 
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WHERE TO BUY 


Women’s Shoes 





CUSHION SHOES 


FOR WOMEN é 
THE JOHN EBBERTS SHOE CO., 
Buffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Il. 


Inc. 











WHERE TO BUY 
Modern Misses’ Shoes 


le le el ee le eel 


IN STEP WITH 


YOUTH 
AND 





IN STOCK 
Style 
73233—Pat. Tanja 
Strap, 10/8 Cell. 
Geel. Price..... $3.30 


7253—Pat. Marila 
Strap, 11/8 Cell. 
Geel. Price..... $3.10 


Stocked 
2%-8 
(Stock terms 1—30) 


Both 
AAA-C, 








BURDETT ; 
a eee 
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WHERE TO BUY 
Pullman Slippers 


di tl 





VOLUME = 


M. GUSTIN CO. 
112-116 Madinon Ave., N. Y¥. 














BEATING MR. HEINZ 


z 7 
PO rr ee tae 


Reins osS Wee ~ 


The men’s shoe department of R. H. 
Macy & Company, New York, recently 
went two up on the late Mr. Heinz of 
pickle fame by showing 59 varieties of 
men’s shoes and boots that the depart- 
ment carries. The 59 different models 
were arranged in rows in a shallow 
window, as shown in the photograph. 
The background of black imitation 


sé 


4,3. wee 


leather and aluminum formed a perfect 
setting for the shoes, but wasn’t so 
good for the photographer, because of 
the light reflection. 

The display was a “knockout” and 
stimulated business in the department. 
Dozens of men walked into the depart- 
ment and asked for shoes by the num- 
bers. 








Victor G. Lumbard Tanners’ Chairman 


CuHicaco—Representatives of 72 tan- 
ning concerns and 50 from allied trades 
attended the annual meeting of the 
Tanners’ Council in Chicago on Oct. 
22-23. 

White Sulphur Springs was selected 
for the place of the Spring meeting, 
which will be held in early May. Buf- 
falo was selected for the October an- 
nual meeting. 

In his address, Thursday morning, 
Mr. Barrett, retiring chairman of the 
board of directors, spoke on “Change, 
Responsibility and Opportunity.” Dur- 
ing the course of his remarks he said: 

“During the last ten years fashion 
has made her bow on the stage and has 
taken complete command of industry. 
She dictates, and all are alert to catch 
trends. Also buying habits of many in- 
dustries are changed. With hand-to- 
mouth policy of shoe retailers, shoe 
manufacturers in turn telegraph for a 
definite number of feet of leather for 
shipment in three to ten days by ex- 
press or parcels post. But tanners still 
buy hides and skins in carload lots, so 
the tanner holds the bag and bin of 
leather to be drawn upon as needed.” 

With respect to resposibility, Mr. 
Barret said: “We have fully met the 
responsibility of carrying adequate 
stocks of leather for shipment upon 
telegraphic demand. Other responsibil- 
ities, which we have not met so ade- 
quately include lack of assurance of 
employment to our workers, because 
present selling habits do not permit us 
to be agile enough to meet these 
changes adequately. We are doing a 
retail business at wholesale prices.” 

“Our opportunities are legion, but 
the biggest one is that we should prop- 
erly use what we have first—fine tradi- 
tions. Then comes technical and manual 
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skill, which we have in abundance and 
which money cannot always buy. We 
have a proper trade organization with 
equipment for economic and technical 
research and we have plant laborato- 
ries and methods.” 

Executive officers for the year 1932 
were elected as follows: Chairman of 
board, Victor G. Lumbard, Ohio Leather 
Co., Girard, Ohio; vice-chairman, Louis 
J. Robertson, Robertson Leather Co., 
New York; president, Fraser M. Mof- 
fat, New York; treasurer, Cecil Q. 
Adams, Bristol Patent Leather Co., 
Boston, Mass.; secretary, J. Louis Nel- 
son, New York. 

Executive committee for year 1932 
composed of chairman of board, presi- 
dent, treasurer and the following: C. 
Wilson McNeely, Allied Kid Co., Phila- 
delphia, Pa.; George B. Bernheim, R. 
Neumann & Co., Hoboken, N. J.; David 
G. Ong, United States Leather Co., 
New York; A. F. Hunt, A. C. Lawrence 
Leather Co., Peabody, Mass. 

Directors representing various groups 
were chosen as follows: Bag and Strap 
—James T. Jeffrey, J. G. Curtis Leather 
Co., Ludlow, Pa.; Calf and Kip—Wal- 
ter T. Creese, Creese & Cook Co., Dan- 
vers, Mass.; Fancy—George B. Bern- 
heim, R. Neumann & Co., Hoboken, N.J.; 
Glove—Joseph W. Mendel, Gloversville, 
Leather Mfg. Corp., Gloversville, N. Y.; 
Goat and Cabretta—Laird H. Simons, 
William Amer Co., Philadelphia, Pa.; 
Harness—George C. Laub, Geo. Laub’s 
Sons, Inc:, Buffalo, N. Y.; Sole and 
Belting—Albert F. Hunt, A. C. Law- 
rence Leather Co., Peabody, Mass.; 
Upper—E. G. Glidden, Northwestern 
Leather Co. Trust, Boston, Mass.; Up- 
holstery—Don S. Good, Lackawanna 
Leather Co., Hackettstown, N. J. Ex- 
officio—W. H, Barrett, Barrett & Co., 
Newark, N. J. All officers and mem- 
bers of the executive committee are 
ex-officio directors. 
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Customers Will Be Surprised 


cee but QUALITY will be remembered Long after PRICE is forgotten 


TIMELY 
SHOES 


14 Dress Oxfords ¢ 
$2.10 
less 5%—30 days 


15 Dress Oxfords 
$2.35 and 


ae 9 50 


(Net 45 days— 
F.O.B. Manchester) 
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HE low price of this new stylish shoe of such 
evident quality will give your cusomers a pleasant 


surprise. 


Customers will continue to be pleasantly sur- 
prised at the months and months of satisfactory 


service built into every TIMELY shoe. 


TIMELY line presents a TIMELY opportunity to 
shoe dealers everywhere . .. the opportunity to 
secure a wide margin of profit and unparalleled 
repeat sales. We say repeat sales because the 
TIMELY Shoe is New England built by Hoyt. 


Leading Styles IN STOCK 


An illustrated price list 
is yours for the asking 


TIMELY Division 


F. M. HOYT SHOE CORPORATION 


Manchester, New Hampshire 








WHERE TO BUY 


Children’s Footwear 








Children’s Fine Goodyear Welt Shoes 


THE GILBERT " SHOE co. 
THIENSVILLE, 








PATENTED 


ROBA» 
"SHOES 


Finest Quality Children’s Shoes 


ly since 1892 


Manofactured 





by 


SHAFT-PIERCE SHOE CO. 
FARIBAULT, MINN. 








DAY’S IDEAL BABY 
é SHOE CO. 


Soft Soles — Inter- 
mediates. Hard 
Soles— infancy to 
four years! 


Danvers, Mass. 














CHILD | 
LIFE. 


High Grade Goodyear 
Welt Shoes in Stock. 








Wiswell-Treanor Shoe Mfg. Co. 
Cedar Grove, Wis. 














WHERE TO BUY 
W ork Shoes 











FORMS NEW FIRM 


ABE BLOOM 


BostoN—Abe Bloom, who has been 
well known in the Boston wholesale 
shoe district for over twenty years, 
retired recently as treasurer of the 
Bloom-Langer-Lippman Company and 
formed a new organization, the A. 
Bloom Shoe Company. By leasing the 
building at 215 Essex Street, next door 
to the Hotel Essex, he believes he has 
obtained an excellent location in the 
wholesale shoe district in Boston. 

Improvements have been made on the 
premises in order to make it workable 
as a wholesale shoe house, and now it 
is completed. One of the unusual 
features of this establishment is the 
fact that everything on the street floor 
is wide open. There are no enclosures, 
the offices, sample rooms, buyers’ offices, 
buyers’ rooms, salesrooms are all open 
to conform with the present trend of 
having everybody in view during the 
business day. 

George Rosen, who for several years 
past has been a buyer for the Bloom- 
Langer-Lippman Company, has joined 
Abe-Bloom’s buying staff. Stanley K. 
Morton has also associated himself with 
the company. 





Bringing Home the Business 
[CONTINUED FROM PAGE 35] 


The shoe store that has a small car at 
its disposal can advantageously develop 
a repair delivery service, calling for the 
shoes at the home and returning them 
when the work is done. When such ser- 
vices are combined with the distribu- 
tion of advertising material for the 
store, people who take advantage of it 
will naturally go to the same store 
when they require new shoes. 

One of the big problems of the shoe 
business today is the fact that a large 
proportion of the stores no longer have 
a large group of customers they can 
call their own. The tendency of the 
buying public is to shop around for 
style and price. Consequently any ser- 
vice or any form of publicity that tends 
to bring customers in and bind them to 
the store is deserving of very serious 
consideration. 
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To Sell Shoes to the Nurse 
[CONTINUED FROM PAGE 24] 


the importance of proper shoes and a 
proper fit, and in this connection it is 
interé8ting to note that experience has 
shown that the average nurse’s foot re- 
quires ajshoe one and a half sizes 
larger at the end of her period of train- 
ing than she wore when admitted. 
Many of the girls have abnormal feet 
when admitted to the hospital, as a 
large percentage of them come from 
farms and occupations where their 
feet have already been subjected to 
rigorous strain. 

It has long been the custom of cer- 
tain stores to offer discounts and other 
inducements to encourage nurses to 
wear their particular shoes. This may 
be an effective means of holding the 
business in some cases, but it is doubt- 
ful whether the offer of a discount 
would prove particularly effective in 
getting business away from a com- 
petitor who has already established a 
favorable contact with the hospital. 
Such contact is, perhaps, the biggest 
factor in developing a sizable busi- 
ness on nurses’ shoes. It is not easy 
to establish, but it can be developed by 
patient but not too persistent effort, by 
calling upon the superintendents of 
nurses and explaining to them care- 
fully the merits of this or that shoe, 
by securing lists of names and ad- 
dresses of graduate nurses from the 
registries for mail and personal solicit- 
ation and follow-up and by steady and 
persistent sales effort along similar 
lines carried over a period of years. 

Some hospitals recommend to their 
nurses a choice of several shoes and in 
such cases, of course, the store’s ob- 
jective must, be to get on the list of as 
many hospitals as possible. A reputa- 
tion for fitting and careful attention 
to corrective needs will be helpful, of 
course, to the shoe man who seeks this 
business. Most stores that enter the 
field are those already specializing 
along orthopedic lines. 

The nurses’ shoe business has one 
important advantage, namely, that once 
a store has built up a reputation and 
a business in this class of footwear it 
is very steady and dependable and can 
be counted on to continue as long as 
the store maintains its contact and 
shows a willingness to co-operate with 
the institution and its officials, as well 
as to give consistent and painstaking 
service in fitting and in meeting the 
special foot requirements of the in- 
dividual customer. 





Fine Upper Fitting 

BostoN—Some black suede oxfords, 
offered by a high class conservative 
store in Boston, are so finely stitched 
that at first glance one takes them to 
be of a seamless pattern. Now every 
shoemaker knows that a seamless pat- 
tern on an oxford is impracticable, and 
so he takes a second look to discover 
the seam so finely stitched as to be 





almost invisible. 
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WHERE TO BUY 
Ballet Slippers 








In Stock Black Kid 
Ballet Right and Left 
Last 
Ladies’ $1.20 pair 
Misses’ $1.15 pair 
Childs’ $1.10 pair 
BLOG SHOE CO., INC. 
147 Duane Street 
New York City 











BLACK KID BALLET 
SLIPPERS sft 0, 


IN STOCK 
Ladies’ 2% to 8...........eceee. $1.35 
Misses’ 1 Bites nreenesueses 1.80 
Children’s OD Bh ecccccccccseces 1.26 


Hard Toe $1.00 per pair Higher 
ROTH SHOE CO., Manufacturers 
60 N. 4th St., Philadelphia 











A 








BLACK KID 


IN 
* RIGHT AND 
LEFT 





Send fer catalogue and prices. 
W. M. KILLORAN 


Box |, Lynnfield, 
Mass. 














BALLET SLIPPERS—IN STOCK 
of the unusual kind 
Style B102 Bik. Kid Hand 
Turn, Soft Toe 


Also rights and lefts in 
stock 


SCHWARTZ « HERDER, Inc. 
Specialists in Ballet Manufacture 
241 N. llth Street, Philadelphia, Pa. 








WHERE TO BUY 


Shoe Forms 





I Farry Forms| 
FOR SHOES AND HOSIERY 


made from white, 
transparent or colored 


FAIR YLITE 
* B Shoe Form Co. Ine., Auburn,N.Y. 








Howard Keith Dies 


BrocKToN, Mass.—Howard Keith, 
for many years identified with various 
South Shore factories, died following 
a brief illness last week. Mr. Keith 
was the son of the late Clarkson Keith, 
well known Brockton shoe manufac- 
turer. He is survived by his widow. 





Shoe Department Individually Owned 


A news item in a recent issue of the 
RECORDER stated that Schiff Department 
Store, Inc., 212-216 East 43rd Street, 
Chicago, had opened a shoe department. 
The firm states that the shoe depart- 
ment in this store is owned by an in- 
dividual and not by the corporation. 





WORLD SERIES WINDOW 











This window of Langston-Pease Mercantile Co., West Plains, Mo., tieing in the 
St. Louis Cardinal baseball team during the World’s Series, attracted crowds, in- 
creased business and made this store the center of attraction for a week. Material 
was arranged by McElroy-Sloan Shoe Co. The broadcast of the games created addi- 


tional interest. Men are looking to shoe stores for their sports information. 


Build a 


football window co-ordinating the local sport interest with your store. 











What Is a Best Seller? 
(CONTINUED FROM PAGE 19) 


one simple, childish question, Mr. Shoe- 
man. 

“Suppose last year twe million people 
entered your store and left behind them 
ten million dollars. Then suppose you 
had paid out during that year the whole 
ten million dollars for merchandise and 
expenses. 

“Would you not still be a pauper, 
without a cent in your pocket to call 
your own? Would you not still be a 
failure and a disgrace? Would your 
children not still be crying to their father 
for bread—and in vain?” 

Mr. Ten paused, not for an answer, 
but for effect. 

“A throng of people merely creates 
heavy expense. Volume in itself is an 
empty honor. The only real measure of 
success in business is profit. And profit, 
my friend, comes only out of gross mar- 
gin, nowhere else. None of you disputes 
that Mr. Shoeman’s $10.00 line produced 
the largest gross margin—hence is his 
Best Seller. 

“Think farther now. To sell 500 pairs 
of $6.00 shoes you must persuade 500 
people to enter the store—certainly a 
harder task than inducing only 350 
people to come in for the infinitely more 
attractive shoes they can buy for $10.00. 

“T am loath to hurt Mr. Six’s feelings 
by reminding him that a great many of 
those $6.00 customers came into Mr. 
Shoeman’s store only because of the 
prestige created by his higher-priced 
shoes. 

“It delights their vanity to be able 
to tell their neighbors, ‘Oh, I always buy 
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my shoes at Shoeman’s. He has suck 
lovely $10.00 shoes.’ Even though they 
buy only these cheap $6.00 shoes, they 
bask in the reflected glory of the $10.00 
prestige. 

“T need hardly remind you, Mr. Shoe- 
man, that $6.00 shoe buyers are floaters. 
They are price hunters, shoppers, drift- 
ers.. They belong to no one. A constant 
advertising appeal is necessary to keep 
them coming, for they can buy $6.00 
shoes in dozens of stores. 

“On the other hand the higher grade 
customers have fewer places to go for 
shoes. They do not drift around but be- 
come steady patrons of the merchant 
who serves them well. Their pleasant 
acquaintance with him numbs them to 
his competitors’ appeals. 

“So, Mr. Shoeman, your $10.00 line 
not only produces the best immediate 
results, but also contributes most toward 
building up your store for a long, profit- 
able future. It is your Best Seller. It is 
the earning power of your business. If 
you are at all interested in profits, you 
must give your $10.00 line the most of 
your time, energy and money. Itis....” 

Mr. Shoeman was rudely awakened 
by a tug on his sleeve. Dimly he heard 
a voice. “Dad, what is a Best Seller?” 

It was Junior’s voice again demand- 
ing, “Dad, what is a Best Seller? 
You’ve been talking about it in your 
sleep.” 

“A Best Seller, my son,” he pro- 
nounced gravely, “depends upon a great 
many intermingled factors. Pairs, vol- 
ume, margin, mark-up, mark-down, pres- 
tige, expenses, things we business men 
understand thoroughly, but which are 
too deep for little boys. Ahem!” 
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“TAKE THE UNCERTAINTY OUT OF 
WOOD HEEL MAKING” 


“Take the uncertainty out of wood heel making,” 
was the order given the inventors and operating men of the 
Mears Company. And in spite of extreme price competition 
by heel manufacturers who don’t realize what uniformity 
means to shoe manufacturers, the Mears Company has gone 
steadily ahead, doing more business every year, including 
this year, reducing prices as fast as costs make this possible, 
and making real contributions to development. In fact, al- 
most all the basic improvements which have been made are 
Mears made: . 


FIRST: Perfecting the turning-machine to make accurate 
duplication of heel profiles possible. 


SECOND: Perfecting automatic groovers to make the 
breasts of heel blocks uniform and accurate without any of 
the variation present in hand scouring methods used by 
others, 


THIRD, and so on: Dozens of minor but important im- 
provements or inventions in grading, doweling, breast slot- 
ting, concaving, measuring, inspecting, conditioning, hand- 
ling, packing, etc. 


“~ NOW/ 


THE AUTOMATIC SPOOLING 
(or Rounding) MACHINE 


Upto now rounding (or spooling) 
of tops has been done by hand, 
the corners have been “knocked 
off”, and no matter how skilled 
the operator, uniformity of shape 
has been impossible. 





OTHER TOPS 
HAND SPOOLED 


NOW rounded tops or unique 


shapes can be made in volume THE NEW MEARS 
production with almost perfect MONOSPOOL 
uniformity. MECHANICALLY SPOOLED 


Therefore, more of the uncer- 
tainty has been taken out of 
hee! making! 


All Mears (and associated) plants are being equipped to make Monospools. 


FRED W. MEARS HEEL COMPANY, INC. 


Look fo . 
nis eni AUBURN, ME. - COLUMBUS, O. - ST. LOUIS, MO. - AUBURN, N. Y. 


this trade-mark 
Associated Companies 


on every heel seat CONWAY WOOD HEEL COMPANY, CONWAY, N. H. 
MERRIMACK WOOD HEEL COMPANY, SALEM DEPOT, N. H. 








Boor AND SHOE RECORDER 
combining THe SHor Reralter, Oct. 31, 1931 51 
















6 8 


WHERE TO BUY 
Spats 
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ed AS OS ee 


AS PSPSPS PSRA 
BOND STREET 
Lputs 


Best known, most de- 
manded line. Styled in 
= England and made in a 
full range of sizes and 
correct colors. Backed by 
powerful radio advertising 
over a Columbia Broad- 
casting System network— 
fSupror'ed by strong mer- 
chandising helps, attrac- 
Immediate delivery from 8 





tive packages, etc. 

Write for samples. 

THE a, MFG. qoupaany 
‘ortsmouth. Ohio, U. 8. 
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WHERE TO BUY 


Bowling Shoes 
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Bowling Shoes In Stock 


Ne. 414—Men’s Smoke Elk...........-- $3.10 
Ne. 4156—Men’s Black Elk.............. 3.10 
Above numbers with rubber heels, 25c. extra 


Ne. 417—Men’s Black 
Ne. ere Black Horse, age! heel, 





GERD ccccccccccescccvcccces 3.25 
Ne. sai 5—417—carried in women’s ox- 
fords and shoes at 20c. ro 
CHICAGO fy 
325 . Chicago, titinels 


West Menree St. 








BOWLING SHOES 


Professional 
Model 





Right Foot— 
Rubber sole and 
rubber heel 
Left Foot— 
Buckskin sole and 
rubber heel 


BROOKS SHOE MFG. COMPANY 
Swanson and Ritner Streets, Philadelphia, Pa. 
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WHERE TO BUY 
Fine Sport Shoes 
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SAN LINE SPORTIEST OF 
SPORT SHOES 


“A Mile Away You Know Them” 
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SAN JEAN 
Fall's colorful sport woolens call 
for this shoe with its hand whip- 
ping of saddle and tip. 
CATALOGUE ON REQUEST 
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Southwest Is Style Minded 


(CONTINUED FROM PAGE 32) 


but he must have brown shoes, patent 
leather shoes and several pairs of nifty 
new sports shoes. 

“The man who bought two pairs of 
shoes a season five years ago buys five 
pairs of shoes a season now,” Mr. 
Graves said. “It takes a style talk to 
sell a masculine customer shoes now 
and a mighty convincing one at that. 

“When a shipment of shoes arrives 
in the store, the first thing I do is sell 
my salesmen on the style importance 
of each shoe. If it’s a shipment of 
women’s shoes, I talk them to my sales- 
men so that I know they’re sold not 
only on the beauty and attractiveness 
of the shoe but on its possibilities with 
the current feminine dress fashions and 
coats and accessories. Selling them 
on the occasion for which the shoe is 
most appropriate is comparatively sim- 
ple, but I spend no small amount of 
time stressing every style factor with 
customer sales appeal that the sales- 
men might have an occasion to use. 

“I sell my men on women’s shoes. 
T know I sell them, for they grab at the 
particular styles that appeal to them 
most and buy them for their wives and 
sweethearts and daughters right off the 
bat. I suppose it’s a psychological re- 
action, but ‘whatever shoe a salesman 
buys when he first sees the lot and feels 
one certain pair must belong to someone 
he knows is the shoe style that he sells 
best and most quickly to his custom- 
ers.” 

Mr. Graves has done much to pro- 
mote style shoes by direct mail sent out 
as a follow-up to his custémers pri- 
marily in the men’s department, but 
also with the store’s statement several 
times during the year. Further he has 
been continually alert to the importance 
of having his shoes displayed in en- 
sembles with bags in the bag depart- 
ment, with bags and gloves in the glove 
department, with bags and hose in the 
hosiery department, and in all the 
ready-to-wear departments. 

Naturally he has carefully “shoed” 
the window display mannequins in the 
exact shoes that should be worn with 
the costumes displayed at all times. 
Moreover, Mr. Graves uses a small win- 
dow in the right of the Elm Street en- 
trance to the store. This small win- 
dow continually displays his new ar- 
rivals for all ages of women from the 
school-girl to the grandmother and con- 
tains the invaluable price tags. 

Let it be said that Mr. Graves is 
himself one of the best dressed men in 
his city, and no prospective customer 
could doubt his knowledge of the cur- 
rent styles when his own use of style 
is so decidedly obvious. Not only does 
he give the customer confidence in this 
way, but he mixes with the customer 
socially. He watches what the smartly 
dressed woman and man, particularly 
the socially prominent citizens, wear 
at the University Club dances, at the 
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country clubs’ dances, at bridge tourna- 
ments, at the horse racing at Arling- 
ton Downs, on the street and at foot- 
ball games and all athletic contests 
from tennis to wrestling matches. 


In preparation for Fall, Mr. Graves 
went various places in and around New 
York City and Boston while there to 
do some buying and, briefly, “he came, 
he saw, he conquered,” for he observed 
what the fashion dictators of the East 
were actually accepting in the way of 
the first Fall styles and knew that those 
would be the styles Dallas women would 
be preferring as soon as he could rush 
them to them. 

It has been said by a woman fashion- 
ist of the East that Dallas women, or 
rather women of the Southwest, actual- 
ly accept shoe styles months before 
women of the East, but that is true 
only in the Spring, when the season 
rushes in warmly on Southwesterners 
before they realize winter has passed. 
Dallas clings to its summer fashions 
until in September. There is not the 
great rush for Autumn clothes until 
there is a demand for them at the open- 
ing of the colleges and academies and 
public schools, when it is practically 
essential that there be new Fall shoes. 


“Undoubtedly style is the savior of 
the Southwestern shoe business and 
the awakening came at the right time,” 
Mr. Graves said. “With competition 
in Dallas more keen than in any other 
city of its size in the country, I dare 
say nobody would have made any profits 
during the business slack had it not 
been for the style invasion and accep- 
tance.” 


Unique Folder Effective 


LOUISVILLE—U T PS—The Boston Shoe 
Store is getting good results with a 
unique and suggestive form of direct 
mail advertising. They send out to 
their regular charge customers and to 
those who have not bought shoes within 
the last eight or ten months, even in 
some cases to persons who have. not 
made purchases for as long a period as 
two years, what seems to be a monthly 
statement, with the address showing 
through a transparent envelope. 

This at once arrests attention, es- 
pecially from thuse who have no bill 
due, but on opening it it is found to be 
only the top of a bill head with a 
folder attached. Opposite the address 
are the words in large letters, “not yet 
sold to.” Below in the body of what 
should be the statement is printed: 
“Just a few suggestions for next 
month’s statement.” 

The six panels of the folder (just the 
size of a folded statement) each con- 
tain two pictures of Boston shoes with 
the name and price underneath. 
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VE Smarlly Shod Feet 
must be at EASE 


The BOX TOE has a direct bearing upon 
the correct interpretation of styleful shoe 
designs. Celastic—The Quality Box Toe, 
not only faithfully reproduces the style 
and contour of the toe of the last but 
also provides that flexibility so necessary 
to the comfort of the wearer. Celastic 
puts the style and individuality of your 
footwear before the eyes of the pros- 
pective customer in a manner that wins 

‘ instant admiration. There is a Celastic 
box toe of just the proper weight to suit 
every type and grade of shoe. 














THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 
U/C BOSTON, MASSACHUSETTS 
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WHERE TO BUY 


Dancing Shoes and Taps 








TAP SHOES 
No. 9779 $ 1 45 


Black Kid 









No. 9785 
Patent 


$2.20 


IN STOCK 
ALL SIZES 





TAPS 
15c. Per Pr. 
3 Sizes 
Large, Medium 
Small 


BROOKS SHOE MFG. CO. 


Swanson and Ritner, Phila., Pa. 























DANCING OXFORD 


Capitalize Capezio. Feature the 
dancing Footwear that the public 
trusts and demands. Our exclu- 











sive franchise plan will make 
money for you. Write for 
Send for cata- 


OXFORD.— 
Ideal for 
social, soft shoe, 
tap and Buck 
and Wing dancing. Pro- 
fessional Model: Patent 





Leather Boys’, Men's, to 

retail profitably in the Main Office and Factory 
$5.90 range. Student x 
Model, Patent Leather, Los Angeles Stock Dept. 
Boys’, Men’s, to. retail 1533 Rosalia Road 


profitably in the $4.00 
range. 


Chicago Stock Dept. 
159 No. State St. 








* KENDALL’S POSS" 
etvle wes it Patent Lea. 
2 to 8, B and C 






Misse” 11 t92, B and C 


Women’s 2 te 8, B and C 
Misses’ 11 to 2, B and C $1.65 


* KENDALL SHOE COMPANY * 
HAVERHILL, MASSACHUSETTS 
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WHERE TO BUY 


Vamp Easers 





Vamp | 





Vemp Bsers ere curved strips of soft felt with 
serrated edges, gummed, ready to attach in- 
stently. Relieve pressure from underside of 
vamp et edge. 2 Dozen pairs, in individual 
attractive packages, on one display card, $1.60 


Address The Pats Co., Danbury, Conn. 











Closing the Shoe Sale 
(CONTINUED FROM PAGE 19) 


real interest in their wants quickly won 
the customers’ confidence. 

Third, he always seated his customer 
and got her shoe off. If the customer 
did not volunteer any information as 
to what kind of shoe she wanted (they 
usually give the salesman.-at least an 
inkling of what they want) he went 
and got a shoe and put it on, guiding 
himself as best he could by the char- 
acter of shoe the customer was wear- 
ing. He said to me: “You always have 
to show a woman at least two pairs of 
shoes anyhow, even if she wants a pair 
the exact duplicate of what she is 
wearing.” 

When he had that first shoe on, Bill 
soon found out what the customer 
wanted without asking questions. I re- 
peatedly heard women say to him, “You 
always know just what I want,” with- 
out in the least realizing that they had 
supplied the information themselves. 
Fourth and very important, Bill never 
handed a shoe to a customer and ask, 
“How do you like that?” He came up 
to the customer, talking about the shoe 
he was about to put on. He knew the 
points of every shoe, he had found out 
the needs or wants of the customer and 
he had that customer expecting to be 
pleased before he put the shoe on. It 
was rare indeed that Bill showed more 
than two or three pairs of shoes. His 
sales just automatically closed them- 
selves. Bill always sent them away 
with something like this: “I hope you 
enjoy your shoes and will come in to 
see me when you need others.” The 
answer was almost invariably, “Thank 
you, I will.” 

Now, for the reverse picture. The 
young woman I’m going to tell about 
was good looking. She had a very nice 
personality, a gracious manner and she 
worked hard. She undoubtedly tried 
to please her customers. But she 
couldn’t sell shoes. 

Day after day she had a succession of 
“hard customers.” She showed more 
shoes than any other girl I had in the 
department. Her place was always lit- 
tered with the stock she was showing. 

Her customers never seemed able to 
make up their minds. Pair after pair 
that poor girl would try on, only to 
have the customer say in the end, “I’m 
sorry. You’ve been very nice, but I 
just can’t decide.” 
did sell were either the staple things 
that require no salesmanship or the cus- 
tomers were simply worn out so that 
they gave in. Her trouble was that she 
never fully knew her stock. Explana- 
tions of the selling points of new shoes 
seemed to go in one ear and out the 
other. She had no confidence in her- 
self and that lack of confidence was 
quickly transferred to her customers. 
The result was indecision and difficulty 
in closing a sale. On my advice that 
girl went into another department, 
among things she evidently liked better 
than shoes and she made good. 

It seems to me that those two stories 
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The few shoes she } 





WHERE TO BUY 


Riding Boots 
RIDING BOOTS 
IN-STOCK 


For Men, Women and 
Children—also 
Jodhpurs and Field 


Boots. 
Write for catalog. 








tell pretty well about all I have to say 
about closing the sale. My contention 
is that if the customer is rightly han- 
dled from the start, the closing will 
take care of itself. 

A couple of years ago I saw in New 
York, in a cigar store, a machine for 
selling cigarettes. It even said “Thank 
you.” 

That machine seems to have been a 
failure. At least, I have seen no ex- 
tension of its use. Even a machine 
that talks is still a machine. And even 
so small a thing as cigarettes of a de- 
sired brand somehow taste better if we 
buy them from a human being. 

That is why I dislike formulas for 
selling. Salesmen are too prone to be 
machine-like anyway. 


Cooking School Publicity Medium 


BuFFALo, N. Y—K, W..Watters & 
Son, Inc., retail footwear at#530 Main 
street, received considerable free pub- 
licity at the cooking school sponsored 
by a local newspaper in Elmwood Mu- 
sic Hall Oct. 20:23 by donating foot- 
wear to be worn by the demonstrators 
and. offering free pair of shoes to one 
of the lucky women attending the last 
session of the exhibition and demon- 
stration. 

At each of the daily lectures the au- 
dience of 1000 to 1200 housewives were 
told of the qualities of Watters’ shoes 
and mention of the shoes was made by 
the newspaper in display advertise- 
ments of the cooking school and again 
in their news columns reporting this 
promotional feature. 





- 





Sloan to Manage Bloomington Store 


Art Sloan who formerly covered 
Iowa and Northern Illinois for Marion 
Shoe Co., has given up the road and has 
been made manager of the M. J. Cox 
Shoe Co. at Bloomington, Ill. This is 
one of the finest and most beautiful 
shoe stores in the central west. 

Mr. Sloan says he found suedes in 
brown and black the leading sellers un- 
til Oct. 15 when they started to slip 
quickly. Very few colors other than 
black and brown are being sold, he adds. 





Boor AND SHOE RECORDER 
combining THe SHOE RETAILER, Oct. 31, 1931 


t 





aca oe 0 Sse ian 


ea tas 





ae eet 














SRNR so 


a 





























The President's Organization on Unemployment Relief is non-political and non-sectarian. 
and relief agencies everywhere to provide for local needs. All facilities for the nation-wide program, including this advertisement, 
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It wins wars. 
It beats depressions. 
It lays the tirm foundations for prosperity. 


America is engaged in a mighty enterprise 
of morale building. In one month—October 19th to 
November 25th—every city and town in the land will 
raise the funds that will be necessary to banish from its 
borders the fear of hunger and cold. 


Just one month, and our biggest job will 
be over. Just one month, and we shall have met the 
worst threat the Depression can offer; and we shall 


have won! 


You can help. Give to the funds that your 
community is raising. Give generously. 


Feel the thrill that comes with victory. Go 
forward with America to the better days ahead. 


The President's Organization on Unemployment Relief 


Watt SAA Rondk 


Director 


Committee on Mobilization of Relief Resources 


Chairman 


have been furnished to the Committee without cost. 


— 
MORALE 




















Its purpose is to aid local welfare 














































“SHOW CARDS THAT 


Ted Orr, of ‘the Potter Shoe Co., Cincinnati, said recently: °) For November 
“Signs in the windows are even more important than space in 
the newspapers, for there is the public looking at the actual mer- 
chandise, with no one to tell them a thing unless there are cards 
to tell the story.” = 
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Three recent comments from our card service. members: 
“The August set is very nicely done, and am well pleased 
with the whole service.” 

“First of all we want to compliment you on our cards. They 
are an asset to the looks of any window, and the wording is 
up to date and effective.” 

“We are absolutely sold on ‘Recorder Selling Messages’ as 
the livest show card service to be had today for the money.” 
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The shoes you buy . . . and don’t sell . . . are the real expensive ; 
“04 Buff, with corn shocks and har- 
shoes. Chain stores have well planned trims with attractive pony tren peyote cout ins Uleck. 
display cards and tickets. 7 x 12 card 
Your windows are the best of all so-called consumer advertising, sag ey — = 
if your cards are there to say for you what you would like to say eiiks wih eomenans | 
in person to the window-shopper about your store service. 4 cards—Women’s Shoes 
Each month’s set of cards is colorful, artistic, with die-cut top, 5 eae ee 
with hand-lettered selling messages, making it comparatively a ee 
simple matter to make the window trim fairly alive with your ‘—_ = a 
hearty invitation to come inside. Single cards—60c. each. 
Recorder Show Cards double the value of your window dis- ence “ei ieiaies 
plays! 3 cards, with blank tickets 
Complete Service Sent on Request for Inspection and Trial. G net eon et Fnves 
Attractive, 
Colorful 
Hand-Lettered : 
Price Tickets } 


ese 


In ~ denominations 
nd blanks 


Raid wide itt: 


ssceieinaieie ow. two- 


tone, Purple wit 
edge or red with black 
edge, on te. 


6 dozen, $1.50 

12 dozen, $2.50 
All other price Soe illus- ! | 
trated are in t or more 
colors, except Hy, "* which 
is plain buff. 

6 dozen, 85 

12 dozen, $1.50 
J—Adjustable clips for price 

ickets. 

i gross $2.75 

gross 00 

K—Shoe Carton Tickets 


$350 per 500 
50 per 1000 











MANY OTHER 
PRICE TICKETS 
IN STOCK 


shee: Profit Charts Daily 
Stock Record, and —_ 
Record Systems. Ask for 
Samples. ; 


Check Fg Order— 





For odd price ticket denom- 
—— not in stock and 

lettered, 15¢ per dozen 
additions 














Boot AND SHOP RECORDER 
56 combining THE SHOE RETAILER, Oct. 31, 1931 





\TPULL SHOPPERS IN” 


a igs Raw Senki ck te 


iO CTS igs es 





hihi 











‘Price Tickets: Blank tickets match- 


Annual Display Card 
Service includes; 


“Store Window Bulletin,” supplies 
merchandising and display sugges- 
tions each month. 


Special Cards, with wording as 
wanted. 


Exchange of Cards: Annual card ser- 
vice subscribers may exchange any 
cards received for others of the cur- 
rent month whose texts better cover 
their merchandising program. 


ing the current month’s cards, sup- 
plied free; neat tickets with prices as 
wanted, but which do not match the 
show cards, also supplied annual 
card subscribers free; tickets with 
prices as wanted which match the 
cards are 50c per 100 additional. 


Bxclusive Franchise is given with an- 


: : base—3 color festoon 3 color trim 
nual card service to one merchant in 
an average size town, suburb or city Either holder harmonizes with the finest of window display 
shopping center. fixtures. 


Select the 
Service You Wish— 
Then Mail Coupon 


12 hand designed cards each month, each 


Service with different sales messages, die-cut tops, consisting of cards, each month and 
clotul atti, sine 9 by 12 jnchany widn {SH cand Boker, ich he fre months sevice, be 
No. 1 100 blank price tickets to harmonize with pay $ . per year, payable 3 , per month, 
$5.00 service cards each month (or with prices im- For cash in advance full year’s service, 5% discount. 
; printed, selection of prices as wanted, 50c. (If for Fer unforeseen — » _ wish to discontinue 
Monthly “i service ore expiration of order, we agree to pay 
per month additional). Also 6 card holders $1.00 per month additional for each month’s card 
with first month’s service. service delivered and agree to return card holders.) 
: We sell Men’s, Women’s, Children’s shoes and hosiery. 
ages 8 No. 3 6 (Cross out lines not carried.) 
» 3 100 blank price tickets $3.00 50 blank price tickets Printed Price Tickets:— 
F we . card holders Monthly 2 card holders a. ee fo «(Fee ee 


Checks from foreign subscribers must be drawn 
on United States banks, or include exchange. 


Merchants Service Dept. 
BOOT AND SHOE RECORDER 
Republic Bldg., Chicago, Il. 











YOUR CHOICE OF HOLDERS 
Gold and Black frame and § Oval base—burnished gold— 


COUPON 


BOOT AND SHOE RECORDER 
Republic Bldg., Chicago, IIL. 


Please enter our order for the Recorder “Selling 
Messages” card service No. for one year, 
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A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, - 
BUYER AND SELLER 


MEET . 


“ e ce 











SALESMEN WANTED 


SALESMEN WANTED 


SALESMEN WANTED 








WANTED — 


RESIDENT SALESMEN 


Reliable manufacturer of an un- 
usually high quality and well-bal- 
anced line of women’s novelty 
footwear is revamping his entire 
sales organization. 

Excellent opportunity for resi- 
dential salesmen with a Depart- 
ment Store following. New Sales 
Plan minimizes traveling expenses 
and allows thorough development 
of territory. Line retails at $4, 
$5, and $6. Everything carried in 
stock from AAA-C. Strictly com- 
mission basis. Territories now be- 
ing allotted. Can be carried on a 
side line basis. Write giving full 
particulars as to selling record and 
references. 


Hannahsons Shoe 
Company 
Haverhill, Mass. 











SIDE LINE INFANTS’ PREWELTS 

AVAILABLE for men with established trade. 

Stock proposition, Liberal commission. Old 

established house. Address C-592, care Boot & 

nerd a aie 239 West 39th Street, New 
ork, ; 





ALESMAN: Prominent manufacturer of 

house slippers, both soft and hard soles, has 
the following states open for representation— 
Ariz., Colo., Del. D.C. Fla, .» Idaho, Ind., 
Mont., Nev., No D., Utah, Wyo. 
Strictly commission 5 eg weekly settlements. 
Reply giving fult articulars and references in 
first letter. VINCENT HORWITZ CO., INC., 
64 West 23rd Street, New York City. 


WANTED 


Salesmen to handle our line of 
stitchdown shoes on a strictly com- 
mission basis for the states of 
Texas, Oklahoma, Louisiana, Mis- 
sissippi, Kentucky, Iowa, Kansas, 
Missouri, Minnesota, North and 
South Dakota, Colorado, Utah, 
Washington, Oregon, California, 
Arizona, N. Mexico. First letter 
give territory covered in detail, 


present connection, amount of 
shipments, etc. . 
RAMSEY’S 


347 Rider ‘Ave., New York City 











WANTED an Orthopedic Shoe Salesman to 
take full charge, small investment. Splen- 
did opportunity to connect with old eotebiched 
shoe business. «Address C-674, care Boot 

Shoe Recorder, 239 West 39th Street, iu 


York, N. Y. N 





OUNG MAN wanted to sell our lines of 
shoes in the states of North Carolina, South 
— x. Virginia. Apply with particulars 
lling record and give references. 
DIAMOND SHOE CO., 139 Duane St., New 
York, N. Y. 


YOUNG MAN wanted to sell our lines of 
shoes in the states of Georgia, Alabama and 
Tennessee. Apply with particulars 7 to selling 





record and give references. DIA D SHOE 
CO., 139 Duane St. New York, N. Y 
LINE WANTED 


— 





SALESMAN with, large established business 
in Virginia, North and South Carolina open 
for line. Address C-657, care Boot & Shoe 
a male 239 West 39th Street, New York, 





LINE WANTED for New York City and 
vicinity by young man. Past seven years on 
this territory with reputable firm. Address C- 
665, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 








FOR RENT 





FOR RENT, Shoe Dapeptecent in well estab- 
lished specialty shop. Good location, Roches- 
ter, New York, doing ft $40,000.00 to 
$50,000.00 a year in Misses Novelty Shoes, 
retailing from $2.95 to $4.95. Very attractive 
proposition to desirable party. Departmtnt fully 
equipped with modern set up and _ fixtures. 
Good window display. Address C-672, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y 





WELL KNOWN New York Manufacturer 


FOR SALE 





has opening Phila., Baltimore, W: 
Shoes to retail $6.00 to $7.50. Non-conflicting 
not objectionable. Address C-668, care Boot & 
Shoe a. 239 West 39th Street, New 

ork, 





S ALESMEN-Sideline. Strictly Commission 

basis. For Southern Texas only. To handle 
line of cheap women’s and children’s footwear. 
Address C-669, care Boot & Shoe renee. 
239 West 39th Street, New York, N. 








SOUTHERN SALESMAN WANTED — We 
can use a good salesman in the South and 
Southwestern territory to carry our line of 


women’s turned shoes to retail from $4.00 to” 


$5.00; especially good values. Write us giving 
full details. Address C-663, care Boot & Shoe 
eee. 239 West 39th Street, New York, 


ALESMEN WANTED, for highest grade 

complete Polish and Dye line manufactured 
under Private Brands for each customer at less 
than competitive prices. Revolutionary idea, 
never before offered, insuring tremendous suc- 
cess and instant sales. 20% commission. Main 
or Side line. Protected territories open through- 
out country. SHOE SUPPLIES SYNDI- 
CATE, 732 New York Avenue, Union City, 
New Jersey. 





FOR SALE: Modern shoe store, established 
many years in city of forty- five thousand 
population. Carrying popular brands of men’s, 
women’s and “children’s shoes. Reasons for 
selling—owners have other interests in ry 
Inventory about $6,000.00. Address C-66 
care Boot Shoe ager, 239 West Sonn 
Street, New York, : A 








BUSINESS OPPORTUNITY 





W ANTED— Popular price ladies orthopedic 
shoes. Consignment or will let space in 
connection with established custom boot shop. 
Splendid location, low overhead expenses. Store 
near 57th St. in Hotel District. Address C-673, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





Minimum charge 75 cents. 
$1.25. When a box number 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
For all other classified advertisements the rate is 7 cents per word. 
is desired twelve words should be added for the address. In all other cases each 


word of the address should be counted. 
The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable in advance. 
8 Advertisements for this page must be in our New York office on Friday of the week preceding publication. @@ 


Minimum charge 
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SUPERVISOR WANTED MERCHANTS’ NEEDS HOTELS 
SUPERVISOR __ | FIT RITE OVERGAITER CO. ee] 
FOR CHAIN OF SHOE STORES $26 S. 3rd St., Philadelphia, Pa. 

A long established shoe manufacturer MANUFACTURERS OF SPATS The Home Hotel 


wants a man thoroughly experienced in 


shoe retailing; preferably one who has PRESENT 


been with group of stores and had 


charge of personnel, merchandising, FIT RITE SPATS 


window displays; must be familiar with 
style trends, an up to date merchandiser, 




















and capable of supervising at least 96.50 te $18.08 Dez. 
twenty stores. Good salary, fine oppor- Felt—Kersey Cloth 
tunity for man who can qualify. English Box Cloth 
Write full details of experience, refer- = 
ences, salary expected. Letters will be and Dark 
held confidential. mae 
Bileck—White. 
Address C-670, Care of Boot & Shoe Sam om request 
Recorder, $39 West 39th Street, New “e _ 
York, N 
Breve for nate — eo 
turistic spiays an 
POSITION WANTED Backgrounds 
Artificial Flowers, Vases, bn - —— 
— s, ere Rit is, Seenes, 
POSITION WANTED by young man with Puan Foils, gf litters, Valanee, ee “Draplne, Ms i 
manufacturer or jobber inside or outside. Grass 
Past six years with reputable concern covering Prise Tickets. 
New York City and vicinity territory. Address DAVE’S DISPLAY DECORATIONS 





C-671, care Boot & Shoe Recorder, 239 West 118 West Broadway, New York 








39th Street, New York, N. Y 








§ HOE SALESMAN, fifteen years’ experience 


volume trade middle west and east, medium New /mpri oved 
grade women’s, McKays and Welts. At present LLY Cure 


employed. Making change for Spring Sale. 


Expects to demonstrate ability first. Address for Price Ti ckets 


C-675, care Boot & Shoe Recorder, 239 W. 39th 


St, New York, N. Y. TILTS AT ANY ANGLE 
$5.00 per foes, $2.75 alt gross 


2 





This Man Will Prove Invaluable 
to Some Chain Organization 


M. D. POLLINGER COMPANY 
218 Holland Blide.. St. Louis. Mo. 












of New York 


Homelike in service, 
appointments and lo- 
cation... away from 
noise and congestion, 
yet but a few minutes 
from Times Square. . 
garage facilities for 
tourists. 









Room and Bath from 
$3 single $4 double 


500 Rooms 


Home folks will 
like this hotel 


HOTEL 







BRETTON HALL 


BROADWAY at 86th ST. 


NEW YORK === 


cL 





WANTED TO PURCHASE 











rienced executive of proven ability 
in chain store and leased department 
management, promotion, sales, advertis- 
ing. While in present connection built 
up chain of 40 units. This man is 35 
years old and is well known to the shoe 
industry as being most capable and a 
real producer. 


He will consider connections with a 
large organization whose management 
needs strengthening or with a small con- 
cern with ambitions to grow or with a 
company who is contemplating opening 
chain stores or leased departments. 

Because of very good reasons he is 
going to resign from his present connec- 
tion. Salary at the moment is secondary 
and arrangements can be easily made. 

Here is an opportunity to secure the 
services of a man of such a calibre which 
is not often obtainable. Address C-667, 
care Boot and Shoe Recorder, 239 W. 
39th St., New York, N. Y. 
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Milbradt 
ie 
Rolling Step Ladders 
Enable you to reach your 
highest shelves conveni- 
ent. 
They last ‘Ss lifetime 


Are made er any style, 
shape or size to fit any 
kind of shelving. 


Write for general catalog 
and let us suggest the 
best ladder for your use. 


Milbradt 
Manufacturing Co. 
Established 1898 
2416 No. 10th Street 
ST. LOUIS, MO. 


We will buy from manufacturers, 
jobbers, and retailers, entire or 
surplus stocks of shoes. Our outlet 
enables us to handle large and 
small quantities. 


KIRSCH-BLACHER CO., INC. 
590 Broadway New York 
Phone CAnal 6-4298 and 4299. 














We will pay the best price for 
your surplus or entire stocks of shoes, 
general merchandise ' or department 
stores. Leases assumed 


Phone - Write - 
All matters strictly confidential. 


I. SIMON CO. 
101 Reade St., New York City 
Phone Worth 2-5922 Est. 1880 











“A Few Short Blocks from Exhibit Headquarters” 


| 3 THE NEW 


FORREST 


HOTEL 
WEST 49h ST., JUST OFF BROADWAY 
Around the Corner from 50 Theatres 


300 ROOMS, EACH WITH PRIVATE a. Sewer, 
CIRCULATING ICE WATER AND RAD 


SUITES ACCOMMODATING UP 
sB-5° TO 4 PERSONS FROM s@ 5° 
SINGLE = $7.50 TO $10.00 PER DAY DOUBLE 
BEFORE OR AFTER ATTENDING THE DAILY EXHIBIT 


AS WELL AS BEFORE THE THEATRE, DINE IN THE 
MIRROR ROOM 


CLUB BREAKFAST 25c LUNCHEON 65c DINNER $1.00 
WRITE OR WIRE FOR RESERVATIONS TO INSURE 
CHOICE ACCOMMODATIONS 
JAMES A. FLOOD MANAGER 
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Departments. 





CHILDREN’S ...... 
INFANTS’ ........ 





WoOoL SLIPPER SOLES 


(For Knitting or Crocheting Slippers)—-TRULY A CHRISTMAS ITEM 


The demand for these soles is constantly increasing. 

Made of the finest combed white lamb’s wool and leather sole 
with strong corded edge ready for attaching the crocheted upper. 

Each pair boxed with full instructions for attaching. 

Suited for Gift Display in Shoe, Art, Notion, —, “Knit Goods 


IN STOCK 
eeaneere 6 to 11......cceeeeee + GIRO Dos 
eevenke to Sbeeececeedeeeen SE 
aeenee TED Seccisccissecccss iS 
eee = OEE re | L., 


3 to 5 
(Whole ‘tune Only) 


LYONS & COMPANY 
122 Duane Street 
SPECIALIZING IN SHOE STORE NOVELTIES 


New York, N. Y. 
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Dean of Shoe Merchants Dies 





RICHARD H. FYFE 


Detroit—Richard Henry Fyfe, 92 
years old, Detroit’s oldest merchant and 
owner of one of the world’s largest re- 
tail shoe stores, died Tuesday at his 
home here. 

Mr. Fyfe had been identified with the 
city’s business, banking and social life 
for nearly seventy-five years. He is 
survived by four grandnieces and three 
grandnephews. The latter are Benja- 
min Boyce, a student at Harvard; 
Richard Fyfe Boyce, American Consul 


at Madrid, and Schuyler Bertsch, of 
Chicago. 

Mr. Fyfe was born in Oak Orchard, 
Orleans County. He had been active 
in the Detroit Board of Commerce. He 
was a member of the New England So- 
ciety of Colonial Wars, the Sons of the 
American Revolution, having served as 
president of both; the Detroit Club, the 
Detroit Athletics and the Old Club of 
St. Clair Flats. He was one of the fore- 
most shoe merchants of America. 








To Assure Snug Ankle Fit 


To the wearer of shoes, as well as 
to the dealer, the importance of snug 
fitting around the ankle is important. 
This feature is often neglected in its 
foundation, which is the last on which 
the shoe is made, as well as the pat- 
tern. 

Before the perfection of the “small 
head” last turning machine, it was dif- 
ficult as well as inaccurate to produce 
the snug effect necessary to a good 
fitting shoe, because to have a shoe 
draw tightly around the ankle, the last 
must be thin in the top of the back of 
the last. Lasts are turned with curved 
knives set into a round wheel, and the 





curve which is necessary in the back 
over the heel is determined by the diam- 
eter of the cutter head; so with the old 
heads, this curve was so slight that 
hand work was necessary to produce 
the shape and thinness necessary in 
the top of the back of the last. 

With the new cutter head much less 
in diameter, the curve and thinness 
needed is turned accurately by the ma- 
chine, and with other accessories used 
by the foremost last makers, much 
greater accuracy is had than ever be- 
fore. 

Among the first user of this device 
was the United Last Company, whose 
last plants are all fitted with the latest 
devices for accurate work. 
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Opens Sales Rooms 


New York—The Best Ever Slipper 
Co., Inc., of 75 Front St., Brooklyn, 
New York, has opened New York sales 
and display rooms at Suite 705 in the 
Marbridge Building, at 34th Street and 
Broadway, according to Mr. MacDon- 
ald, manager of that building. 

This New York office for Best Ever 
Slipper Co. will facilitate the buying 
and inspection of Best Ever slippers by 
New York and out of the city buyers 
who come to New York. 





Women’s Bowling Team 


DAYTON, OHI0O—The Wise Shoe Com- 
pany, 35 South Main Street, has or- 
ganized a team of women bowlers to 
join the city women’s league. L. J. 
Shroyer, store manager, will manage 
the organization. 

The team is composed of the Zim- 
merle sisters, two.of the most con- 
sistent bowlers in the city. Mrs. Hall, 
last year’s champion and an aspirant 
for the same honors this year, is also 
a member. Misses Frei and West, 
whose scores have ranged high during 
the past two years, round out the or- 
ganization. 


William J. McGaffee 


BosTon.—William J. McGaffee, who 
in 1916 succeeded Thdmas G. Plant as 
president of the Thomas G. Plant Co., 
of this city, died recently at the Brigh- 
ton Hospital as the result of a heart 
attack which had confined him to his 
bed for three weeks. 

Mr. McGaffee, who was 74 years old, 
had spent more than half a century in 
the shoe business, having served in exe- 
cutive and managerial capacities. His 
boyhood home was Lynn from which he 
moved to Brookline about thirty years 
ago when the Thomas G. Plant Co. 
moved from that city to this, establish- 
ing itself in the Jamaica Plain section 
and later building one of the first mod- 
ern shoe manufacturing plants in met- 
ropolitan Boston. 

As a young man, Mr. McGaffee was 
connected at various times with the 
shoe firms of Morgan and Dore of Lynn, 
Amos F. Breed of Boston and Ballance 
& Sorrel, also of this city. 

He is survived by three sons and 
three daughters—Mrs. James J. Phelan 
and Mrs. Joseph O’Connell, both of 
Boston, and Mrs. Edward G. Murray of 
New York City. His sons are Charles 
of Newport, Vt.; Arthur of New York 
City, and William, of Brookline, Mass. 





Change Corporate Name 


BROOKLYN, N. Y.—The State Leather 
& Finding Corp., formerly located at 
664 Williams Avenue, Brooklyn, N. Y., 
has changed its corporate name to the 
State Shoe Corp. and purchased the 
property at 430 New Lots Avenue, 
Brooklyn, to conduct a jobbing busi- 
ness in shoes. 
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CONNECTICUT—New Britain—Carter’s Self 
Service Shoe Shop (398 Main St.); boots and 
shoes; reported selling or sold out. 

FLORIDA—Sanford—Woodruff’s Shoe Store, 
Inc.; boots and shoes; recently incorporated. 

OIS—Chicago—Cutter Shoe Co. (111 S. 
State St.; also branches); boots, shoes, etc.; 
reported liquidating. 

LOUISIANA—New Orleans—The Rex Mercan- 
Corporation (2501 Dryades St.); boots, 
shoes, ete. ; recente incorporated. 

and shoes yor Hines ‘Shoe, ital $25,000" 
boots and shoes; inc. autho: capi 
USETTS—Haverhill—National Shoe 
Co. of eA CE women’s McKay shoe manufac- 
turers; reported towne. 

Pierce Shoe Co.; Kay Shoe manufacturers ; 
reported liquidating. 

Shapiro & Sons, Inc.; shoe manufacturers; 
reported moving to Somersworth, N. H. 

NEW JERSEY—O range—Peerless Mfg. Co.; 
boots, shoes, etc.; inc. authorized capital $20, 000: 

Plainfield—Harwall Shoes, Inc.; recently in- 
corporated. 

NEW YORK — Brooklyn — Lewohaks, 
boots aod Cg! recently incorporated. 

South Park—Samuel J. Burg (“‘Meyer’s 
Shoe ton (135-34 Rockaway Blvd.) ; removed 
to 105-08 Metropolitan Avenue, Forest Hills, 


Inc. ; 


BUSINESS CHANGES 


‘Surefit Shoe Corp. (186 Cook St.) ; manufac- 
turers girls’ welts; reported capital stock in- 
creased from $6,000 to $10,000. 

Mamaroneck-—Goldman’s Men’s Shop, Inc.; 
boots, shoes, etc.; inc. authorized capital $20,000. 

New York City—Finger Shoe Shoppe, Inc. ; 
boots and shoes; inc. authorized capital $10,000. 

Worth Shoe Co., Inc.; boots and shoes; inc. 
authorized capital "$200, 000. 

NORTH CAROLINA — High Point — Quality 
Shoe Store, Inc. ; boots and shoes; inc. authorized 
capital $100,000. 

OHIO—Cleveland—Ben Miller Shoe Co. (6304 
Broadway) ; boots and shoes; succeeded by The 
Union Shoe Co., Inc. 

OREGON—Portland—Men’s Boot Shop, Inc. ; 
boots and shoes, inc. authorized capital $10,000. 

ge age netic gee Ripa Roth ; 

s, etc.; reported selling or sold out. 

Philedelphia— Ninth Street Shoe Market, Inc. ; 
boots and shoes; inc. authorized capital $100, 000. 

Pittsburgh—Kuhl & Co.; 
authorized capital $25,000. 

VIRGINIA — Roanoke — Garland- Martin Shoe 
Co.; boots and shoes; ine. authorized capital 
$15,000. 

WEST VIRGINIA—Charleston—Blankenships, 
Inc.; boots, shoes, etc.; inc. authorized capital 


ts and shoes; inc. 





FAILURES, EMMBARRASSMENTS, Etc. 


FLORIDA—Bartow (also tag Piense and New 
Smyrna)—W. H. Swan & Co., ; boots, shoes, 
ete.; reported petition in idaeey : reported 
receiver appointed. 

GEORGIA—Fitzgerald—The Jones Co. (J. A. 
Jones, Prop.) ; boots, shoes, etc.; reported peti- 
tion in bankruptcy. 


ILLINOIS—Benton—J. E. Pope; boots and 


shoes; reported petition in bankruptcyy. 
Berwyn—Louis G. Wolf (“Wolf's Dry Goods 
Store”) (6626 Roosevelt Road); boots, shoes, 


etc.; reported petition in bankruptcy. 
Chicago—Herman Kessler (736 West 43rd St.) ; 
boots, shoes, etc.; reported petition in bank- 
ruptcy. 

Family Shoe Store, Inc. (1106 S. Halsted 
St.) ; boots and shoes; reported assigned. 

KENTUCKY — Louisville — Abraham Gurwitz 
(Fourth near Central St.); boots, shoes, etc. ; 
reported petition in bankruptcy. 

LOUISIANA — Arcadia — Madden & Barber, 
Inc.; boots, shoes, etc.; reported offering to 
compromise at 12 per cent. 

MARYLAND—Annapolis—Max Snyder; boots, 
shoes, etc.; reported offering to compromise. 

Baltimore—Nathan G. Mannes (3510 Eastern 
Ave.); boots and shoes; reported petition in 
bankruptcy. 

MICHIGAN—Detroit—Charles A. Janke (5878 
W. Vernor Highway) ; boots and shoes; reported 
petition in bankruptcy. 

Midland—E. J. LaCroix (LaCroix Shoe Co.) ; 
boots and pow reported offering to compromise 
at 20 per ce 

NEW JERSEY—Atlantic City—H. Rutman; 


boots and shoes; reported petition in bankruptcy. 

NEW YORK—Brooklyn—Philip Kesner (916 
Blake Ave.); boots and shoes; reported called 
meeting of creditors. 

New York City—Rand Shoe Corp. (53 W. 
Fordham Rd.) ; boots and shoes; reported called 
meeting of creditors for Oct. 23. 

Rochester—F. S. Elam Shoe Co., Inc. (176 N. 
Water St.); infants’ turn shoe manufacturers ; 
reported called meeting of creditors for Oct. 22. 

OHIO—Cleveland—Elliott Juvenile Shoe Co.; 
boots and shoes; reported called meeting of 
cree for Oct. 20. 

KLAHOMA—Sayre—Mima Ellen Richerson 
( ‘Richerson's* a shoes, etc.; reported 
petition in bankrupt 

PENNSYLVANIA Chester—M & B Mailman 
& Brother, Inc. (Sixth and Edgemont Sts.) ; 
boots, shoes, etc.; reported petition in bank- 


ruptcy. 

Minersville (also Pottsville, Pa.) — Harry 
Oberson ; boots, shoes, etc.; reported petition 
in bankruptcy. 

New Castle—Fisher Bros., Inc., Boots, shoes, 


etc.; reported receiver appointed. 

Williamsport— Singer Store Co. (341 Market 
St.) ; boots, shoes, etc.; reported receiver ap- 
pointed. 

TEXAS—Abilene—C. H. Reed & Co., Ine. 
(also branches); boots, shoes, etc.; reported 
petition in bankruptcy. 

Waxahachie—Sam Cohn; boots, shoes, etc.; 


reported petition in bankruptcy. 
WEST VIRGINIA — Fairmont — Sam Miller; 
boots and shoes; reported petition in bankruptcy. 





NEW SHOE STORES 


sa a i Fon, —A. E. Miller, 15 *, ate St. 
York, N. Y.—Worth Shoe Co., 
‘Philadelphia, ‘Pa.—Ninth Street Shoe Market, 


"Plainfield, N. J.—Harwall Shoes, Inc. 
Sanford, Fla.—Woodruff’s Shoe Store, Inc. 
st Lancaster, Ohio—Clyde Mattox, 125 S. Broad 


Burlington, N . C.—Stein’s, 306 Main St. 
Antigo, Wis.—Wm. Stein, O’Connor Bldg. 


(soon). 
Twin Falls, Idaho—Tom Platt, 149-51 Main 


ve. W. 
Frankford, Ky.—Wolf Rosenstein. 
Ellis, Kan.—Havener Clothing Co. 
Wellandport, Ont., Can.—S. Magder. 
Faith, 8. D.—W. G. Fuller. 
Scottsville, Ky.—Standard Stores Co. 
Elizabeth City, N. J.—Morrisette Shop. 
Walker, Minn.—Phillip Gill (soon). 
= York, N. Y.—Span Shoe Shop, 8106 5th 
ve. 
New York, N. Y.—Lau’s Bootery, 2276 31st 


New York, N. Y.—Joseph Schwartz Slipper 
Co., 1979 Mapes Ave. 

Naperville, Ill.—Naperville Department Store. 

Atlantic City, N. J.—Fay’s Department Store, 


ne. 
Danville, Va.—Danville Department Store, 319 
ain St 


Quitman, Miss.—C. T. Martin. 
Fargo, N. D.—W. T. Grant Co., 108 Broadway. 
Ardmore, Pa.—Albert Taylor, 41 W. Lan- 


easter Ave. 
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Morristown, Tenn.—Philadelphia Undersellers 
0. (soon). 

Waynesburg, Pa.—James Craft, Silveus Bldg. 
Suffolk, Va.—J. C. Penney Co., 113 E. Wash- 
ington St. (soon). 

Petersburg, Pa.—J. C. Penney Co., 12-14 N. 
Sycamore St. (soon). 

Fayetteville, Ark.—J. C. Penney Co., H. B. 
Stone Bldg. (soon). 

Richmond, Va.—A. & B. Leader Clothing Co., 
24 E. Broad St. (add shoes). 

Lynn, Mass.—Grant Shoe Co. (Mfr.). 

Lynn, Mass.—Lynnford Shoe Co. (Mfr.). 
Orange, Mass.—Merit Shoe Co. (Mfr.). 
Roanoke, Va.—Roanoke Shoe Co. 

Roanoke, Va.—Garland-Martin Shoe Co. 
High Point, N. C.—-Quality Shoe Store, Inc. 
Spartanburg, S. C.—A. E. Perry, 123 Church 


608 Kansas 


St. 

Topeka, 
Ave. 

Fayetteville, Tenn.—The Globe. 

New York, N. Y.—Cornell Shoe Stores, 
Lenox Ave. 

New York, N. Y.—Broadway Army & Navy 
Store, 1747 Broadway. 

Elgin, Neb.—G. C. Rouse & Son. 


Kan.—Simon Galitzki, 


484 


Yonkers, N. Y.—Dee’s Shoe Store, 163 New 
Main St. - 
Los Angeles, Cal.—Leed’s, 406 W. 7th St. 


Fayetteville, Ark.—Aumick Bros., First Na- 
tional Bank Bldg. 

Painesville, Ohio—Noble Shoe Co., North Main 
St. (soon). 
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Oklahoma City, Okla.—Family Boot Shop, 317 
W. Main St. 

Pittsburgh, Pa.—Jacob Rosenthal, 
and Charles Sts., Mt. Oliver. 

Garden Grove, Cal.—R. L. 
Price Bldg. 

Louisburg, N. C.—Raleigh Salvage Co. 

Lebanon, Ky.—Henry Webster. 

Duquain, I1l.—H. Worthington & Son. 

Prestonsburg, Ky.—Pressman’s, Chipman Bldg. 

Philadeiphia, Pa.—S. Miller, 567 N. 5th St. 


(soon). 

Philadetphis, Pa.—Rummage Mart, 1624 Chest- 
nut 

Valley View, Pa.—Anthony Osman (soon). 
Gillespie, Il. —Joe & Babe Grandone. 
Richmond Hill, N. ¥Y.—Louis Goldstein, 128-16 
Liberty Ave. (soon). 

Waterloo, Iowa—David A. Stevenson, 178-180 
4th St. W. (soon). 

Walton, Ky. ae Department Store. 
Jamesville, N —Wm. Norris. 
Huntsburg, Ohio—A. & S. Supply Co. 
aa. York, N. Y.—Reliance Shoe Co., 
Cleveland, Ohio—Imperial Department Stores, 
ne 


Durham, N. C.—Durham Shoe Store, Inc. 

Brevard, N. C.—Economy Shoe Store, Inc. 

Berwick, Me.—Rhines Shoe Co., Inc. (Mfr.). 

New Orleans, La.—Rex Mercantile Corp., 
2501 Dryades St. 

Charleston, W. Va.—Blankenships, 


Brownsville 


Menasco Co., Inc., 


Inc. 


Ine. 


: =e S. C.—Goldstein Leather Co. (find- 
ings). 

Detroit, Mich. ~* Service, Inc. 

Mena, Ark.—S. Wood & Sons, Inc. 


Artesian, S. D. s% & K. Mercantile Co., Ine, 

Greensboro, N. C.—Shop of La Vine, Ine. 

Asheville, N. C.—Bane’s, Inc. 

Rosman, N. C.—Rosman Merc. Co., Inc. 

Richmond, Va.—A. I. Weinberg & Co. 

Lynchburg, Va.—A. I. Weinberg & Co. 

Richmond, Va.—Henry-Meyer Co., Inc. 

Chester, S. C.—S. A. Troutman, 133 Gadsden 
St. (soon). 

Passaic, N. J.—S. Green, 594 Main Ave. (soon). 

Yankton, S. D.—-F. F. Otto (soon). 

Bartlett, Tex.—Wm. N. Kirchner. 

Escanaba, Mich.—George E. Sinclair, 11 Cen- 


tral Ave. (soon). 

Newark, N. J.—National Outfitters, 4214 
Marlet St. (soon). 

Blaxon, Va.—R. B. Bull (soon). 

New York, N. Y.—Morrow’s Army & Navy 


Store, 325 Bowery. 
Hawesville, Ky.—Edwin F. Dupont. 
New York, N. Y.—Spektor’s Juvenile Shoe 
Shop, Inc., Bronx. 
Brooklyn, N. Y.—Chic Shoe Co., Inc. (Mfr.). 
New York, N. Y.—Selwell Shoe Co., Inc. 


[TURN TO PAGE 62, PLEASE] 
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BOOTS AND SHOES 


Athletic Shoe Co., Chicago, Ill............ 44 
Ault-Shackford Shoe Co., Auburn, Me.... 45 


Bass, G. H., & Co., Wilton, Me............ 48 
Blog Shoe Findings Co., New York City... 50 
Booth, Walter, Shoe Co., Milwaukee, Wis.. 23 
Brooks Shoe Mfg. Co., Philadelphia, Pa. .52, 54 


Buek & Co., Philadelphia, Pa............. 52 
Burdett Shoe Co., Lynn, Mass............. 46 
Capezio, New York City................. 54 
Chase, W. 8S., & Sons, Haverhill, Mass.... 44 
Chicago Footwear Co., Chicago, Ill........ 52 
Clapp. Edwin, & Sons, Inc., E. Weymouth, , 


Colt-Cromwell Co., Inc., New York City... 40 


Ebberts, John, Shoe Co., Buffalo, N. Y.... 46 


Edwards, J., & Co., Phila., Pa...... 4th Cover 
Evans, L. B., Sons Co., Wakefield, Mass... 44 
Excelsior Shoe Co., Portsmouth, Ohio...... 33 
Gilbert Shoe Co., Thiensville, Wis......... 48 
Gustin, M., Co., New York City............ 46 
Hill Bros. Co., Hudson, Mass.............. 10 


Horwitz, Vincent, Co., Inc., New York City 44 
Hoyt, F. M., Shoe Corp., Manchester, N. H. 


1, 42, 47 
Ideal Baby Shoe Co., Danvers, Mass...... 48 
Juvenile Shoe Corp., Aurora, Mo......... 41 
Kendall Shoe Co., Haverhill, Mass........ 54 
Killoran, W. M., Lynnfield, Mass......... 50 
Lyons & Company, New York City........ 59 
Marathon Shoe Co., Wausau, Wis........ 29 
Mishawaka Rubber & Woolen Mfg. Co., 
Mishawaka, Ind................. Front Cover 
Musebeck Shoe Co., Danville, Ill.......... 5 
Nettleton, A. E., Syracuse, N. Y.......... 42 


Old Colony Shoe Co., Brockton, Mass.... 42 


Packard, M. A., Co., Brockton, Mass...... 42 
Pontiac Shoe Mfg. Co., Pontiac, Ill........ 25 


Rice-O’Neill Shoe Co., St. Louis, Mo. .2nd Cover 
Richards & Brennan Co., Randolph, Mass.. 42 
Roth Ghee Co.. Phila, Pa. ..csscccscccvss 50 


Schwartz & Herder, Inc., Phila., Pa....... 50 
Shaft-Pierce Shoe Co., Faribault, Minn.... 48 
Smith, J. P., Shoe Co., Inc., Chicago, Ill.. 46 








Stacy-Adams Co.; Brockton, Mass......... 42 
Stetson Shoe Co., South Weymouth, Mass.. 31 


Wiswell-Treanor 


Shoe Mfg. Co., Cedar 
Grove, Wis. 4 


LEATHER AND OTHER MATERIALS 
Armstrong Cork Co., Lancaster, Pa....... 8 
Barrett & Co., Newark, N. J......... 3rd Cover 
Evans, John R., & Co., Camden, N. J..... 6-7 
Hubschman, E., & Sons, Phila., Pa........ 27 
Levor, G., & Co., Inc., Gloversville, N. Y..2-3 
New Castle Leather Co., New York City.. 49 
Ohio Leather Co., Girard, Ohio........... 43 


MACHINERY, LASTS, MFRS.’ SUPPLIES 
DRESSINGS, ETC. 


Beckwith Mfg. Co., Boston, Mass......... 64 
Mears, Fred W., Heel Co., Inc............ 51 
United Fast Color Eyelet Co., Boston, Mass. 63 
United Last Co., Boston, Mass........... 34 
United Shoe Machinery Corp., Boston 
POEL, s00decenancesbesiavecssancyaceen 38, 


SHOE ACCESSORIES 


Fit Rite Overgaiter Co., Phila., Pa........ 59 
Pats Co., The, Danbury, Conn............ 54 
Shoe Lace Co., Ltd., Providence, R. I..... 4 
Williams Mfg. Co., Portsmouth, Ohio...... 52 


SHOE STORE EQUIPMENT 
American Seating Co., Chicago, Ill........ 40 
Dave’s Display Decorations, New York City 59 


Grand Raids Stere Equipment Co., Grand 
pe Serre rrr rt Tr 87 


Milbradt Mfg. Co., St. Louis, Mo.......... 59 
Pollinger, M. D., Co., St. Louis, Mo...... 59 
Shoe Form Co., Auburn, N. Y..........-- 50 
MISCELLANEOUS 
Hotel Bretton Hall, New York City...... 59 
Hotel Forrest, New York City............ 59 
Hotel Paramount, New York City........ 40 
Hotel Shelton, New York City............ 40 
Kirsch-Blacher Co., New York City........ 59 
Simon, L., & Co., New York City........ 59 





Job Assurance for Jones? 
[CONTINUED FROM PAGE 15] 


huge inventory losses; emphasis in all 
goods would be on the cheapest kinds. 

Third, the wide distribution of em- 
ployment would mean that the burden 
of supporting the unemployed would 
fall on the working classes almost al- 
together. At present the load is being 
carried partly by the workers, partly 
by charitable individuals and organiza- 
tions, partly by governmental bodies. 
Spread work and wages evenly, and 
you take from the now-employed enough 
of their income to support the now- 
unemployed. You relieve from the bur- 
den of philanthropy those best able to 
stand up under it, and you put it on 
those who can’t afford to carry it. 

The guaranteed work plan advocated 
here has none of these defects. It 
makes the best of things as they are, 
while giving a fillip to current expendi- 
ture for goods. It is not complicated. 
It costs nothing to anyone. It is likely 
to work well, because it increases the 
total of assured income to wage earn- 
ers, and so increases the total of spend- 
ing, without the hip-hurrah of drag- 
ging in “public duty” and the rest of 
the red fire. Which haven’t had much 
success so far! 


New Shoe Stores 
[CONTINUED FROM PAGE 61] 


Newark, N. J.—Beaux Bootery, Inc. 

Plainfield, N. J.—Taynor & Brown. 

South Canton, Ohio—D. Seitner & Co., Inc., 
229 Market St. 

Columbus, Ohio—Cosmopolitan Shoe Co. 

New York, N. Y.—Reliance Shoe Co., Inc. 

Greenville, S. C.—E. Katz, Mauldin Bldg. 

La Grange, Tex.—Adamcik & Cerny. 


Elizabethtown, Tenn.—Federal Clothing Co., 
541 Elk Ave. 

Malden, Mass.—Boyle Brothers, 126 Pleasant 
St. 


Lakeview, Mich.—M. S. Doty, Kennedy Bldg. 
Fordyce, Ark.—Kilgore Bros. 
Franklin, Mich.—Bert D. Wood. 
New York, N. Y.—Raphael Shoe Co., Inc. 
Astoria, N. Y.—Charm Shoes, Inc. 
Lincoln, Neb.—Speir’s, Inc., 133 S. 13th St. 
Cairo, Neb.—F. A. Terry. 
Wausa, Neb.—Edward M. Johlar. 
Toledo, Wash.—Dan Wallace, Bogart Bldg. 
Everett, Wash.—Lionel Manning, 1718 Hewitt 
Ave. 
Herrington, Wash.—C. K. Taylor. 
Waterville, Wash.—Roy L. Swanson. 
Spokane, Wash.—I. T. Clark, 3020 5th Ave. 
Ashland, Ore.—J. D. & Paul A. Mars. 
Canyon City, Ore.—Peterson & Evens. 
Oakesdale, Wash.—Lee Elvy. 
Portland, Ore.—Men’s Boot Shop, Inc. 
Seattle, Wash.—Jacqueline Slipper Shop, 321 
Pike St. 
Seattle, Wash.—John Russi, 1015 Pike St. 
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INVINCIBLE EYELETS 


The clinching surface of the roll- 
back Invincible Diamond Brand 
Visible Eyelet is just as smooth 
as its lustrous celluloicl fast 
color face. This new refinement 
in eyelet setting is increasing 
the popularity of visible eyelets 
on all types of laced footwear. 
Visible eyelets are one of those 
footwear refinements that iden- 
tify shoes of quality, fashion, 
and good taste. Supplied in all 
the standard colors to harmo- 
nize with every shade of leather. 


UNITED FAST COLOR EYELET COMPANY 


BOSTON, MASSACHUSETTS 
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DESIGNER 











and. six. peogil 


_ Sam Box TOEs have consistently satisfied 
these six important people over a period of years . . . antici- 
pating every individual need. 

Reproducing the most delicate lines . . . Conforming readily 





KKEKEKEKEKEKEKEKECEKEX 


to the last... . Assuring absolute uniformity .. . Easy to work Vulco Unit Box Toes are universally se- 
with .. . Thoroughly dependable . .. Comfortableand Stylish. lected for their unquestioned superiority. 
MANUFACTURER S VULCO PRODUCT S§ 


STATLER BLDG. BOSTON, MASS. 
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ECRE Kid, in the newest colors, was an 
outstanding sensation at the Joint Style 
Conference of the shoe and leather indus- 
tries, October 8 and 9, at Hotel Astor, New 
York City. 

One of the most important high style man- 
ufacturers has declared, “The ECRE 
colors for spring are exactly right. I have 
every expectation of a most successful sea- 
son on the new models I am preparing in 
ECRE.” 

With this verdict foremost style and qual- 
ity producers agree and they are now mak- 
ing plans to exhibit smart new designs in 


hring even greater 
S style supremacy to 


/ 
cre 


ECRE at the National Seasonal Opening 
Style Show Display Week, Nov. 16-20, at 
the Hotel Commodore. 


In the smartest Fifth Avenue shops, shoe 
buyers personally interviewed accord 
warmest approval to ECRE. 


ECRE leadership for next spring and sum- 
mer is assured by every reliable source. 


If impossible for you or your representa- 
tives to be present at the Hotel Commo- 
dore show, write for swatches, and ask 
your manufacturer to let you see his 
ECRE line. 




















BARRETT & COMPANY - - - Art in Leathers.”- - - NEWARK, N.J. 
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Winnie Turn 


A to 
AA to D...... 3.50 


Srocoreres 





renee a ate a ee 
err rien sere emcee A ny mr 


R2368 5 to 8 
R3368 8% to 12 
R4368 11% to 3 


Patent Buckle Lindy Blucher Oxford Welt 
“4S F5971 Hula Eric Vamp and Quarter, 
' Indies Eric Tip and Fox. 11/8 Leather 

R5547 2% to 8 <2 aa $3.35 Heel. 42 Last. 
AAA 4 to 8. AA to C 3% to 8 


Girls Patent Buckle Marey Buekle Laura Freneh Bound turn Patent Seamless Pump Turn 
F5585 Patent with Patent and Gun Metal F5573 French Bound. 13/8 Covered Heel. 


11/8 Covered Heel Kid Strap. 11/8 Leather. Heel, 20 Last 23 Last. 
R5539 2% to 8 AAA to C..... $3.85 AAA 4 to 8. AA to C 3% to 8.....$3.75 AAA 4 to 8. AA to C 3% to 8.....$3.60 
VEN in these times we adhere to our avowed 
policy of maintaining full sizes and widths on 
more than adequate variety of styles. These seven 
styles are selected from our new catalog, a copy of 
which will be sent on request. 


NOTE i N S T O C K NEW PRICES 


NEW PRICES 





J. me hwe-Jae( & Co., 314-322 N. Twelfth St., Philadelphia, Pa. 
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